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‘Today’s high-speed 
office machines and 
ultra-fast printing 
presses demand 
perfection in paper 
performance. That 
is why, wherever you 
go, you will see 
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American firms doing 
business zezt/h and 

on Nekoosa Papers. 
Thousands of printers 
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The Collotype photomural is printed in The Kirsch Company of Sturgis, Mich., the world’s 
continuous tones in two sections, each 

36" x 48", which can be used separately or 

butted together for display elsewhere, 

forming one scene 72 inches wide. 


largest manufacturer of drapery hardware, effectively 
demonstrate their products with “‘traverse action dis- 
Display was produced by lays” L er 
’ oe ays” that make customers stop, look and go “‘buy. 
Johnstons and Associates play P 8 y 


of Kalamazoo, Mich. And, an important part of the eye-appeal is the beauti- 


ful, full-color collotype “‘window” background printed 

by the fine Black Box Collotype process. As the motor-driven unit opens and closes the draperies, the 
realistic photomural truly sets the stage for sales. 

Reorders for these photomurals indicate the enthusiastic reception that retailers have given this 

merchandising aid that makes a sale grow where none grew before. They are decorative, they build 

prestige and they stimulate store traffic. To get everyone else to look at your displays, why not check Black 


Box Collotype today. So many other smart firms use it now for large size reproductions in small quantities. 


For SCREENLESS 


PRINTING at its Best Telephone: AVenue 3-0262 


BLACK BOX COLLOTYPE STUDIOS, INC. 
Photo-Gelatin Printers + 
..-Choose BLACK BOX vx Photo-Ge ers. vy 


4840 W. Belmont Ave., Chicago 41, Ill. 


Cincinnati Kalamazoo Roanoke, Va. Minneapolis St. Louis 
PLazo 1-4218 Fireside 5-0131 4-3950 ROckwell 9-7789 OLive 2-0202 


Write for Free portfolio of samples 
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We Celebrate An Anniversary 


Since this issue marks the completion of four years of service by Advertis- 
ing Requirements, we pause to express appreciation both to the readers and ad- 
vertisers who have made our progress so rapid and so substantial. AS we start 
our fifth year, we are looking forward to even better performance in giving ad- 


vertising executives the kind of practical information this magazine was de- 
Signed to supply. 


The period during which we have been working has been one of great tech- 
nical progress. Many new developments, in both graphic arts and other areas 
in which advertisers are interested, have been recorded, making it important 
for buyers of advertising materials and services to learn quickly about them 
and to appraise possible applications to their own special problems. 


We are especially proud of the acceptance of Advertising Requirements as 
the "show-book" of the advertising industry. Many of those with new ideas to 
promote and new products to describe have done a spectacular job of presenting 
their advantages through advertising in the magazine. For example, during the 
four years we have just completed, AR has published nearly 200 inserts -=- by 
far the greatest number appearing in any journal serving advertising or re- 
lated interests. This kind of promotional material is always interesting, and 
it has helped to make Advertising Requirements a magazine to which people look 
for the latest and best in advertising materials, products and services. 


Many new and interesting developments will appear on the advertising scene 
in 1957. We are here to report them -- and we shall particularly appreciate 
Suggestions along this line from readers, many of whom will have the first 
opportunity to see the spectacular new things offered by advertising suppliers. 


Bac /) 


G. D. Crain Jr. 
Publisher 
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No business relies more on showmanship than _ the 
movies. Here’s the case history of good handling by a 
local manager. Havitanp F. REeEves 


Why an Agency Built for Itself ............022 020s 


Honig-Cooper preferred to build its own headquarters 
rather than rent. KENNETH R. MAcDONALD 


How to Identify Your Dealer ...... 


Your national advertising campaign needs follow-through 
at your dealers to finish the sale. Here’s a special AR 
report on how it’s being done. Bette Macon 


How a Bird Shifted Sales Seasons . 


A clever campaign boosted off-season sales by 178% for 
Minnesota & Ontario Paper Co. Wo. G. REKER 
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Showmanship at a Home Show 


Here’s how to get the most out of your exhibit at a home 
show, drawn from actual experience at Los Angeles. 
Puit SEITz 


a. 


Better Homes & Gardens used a contest to promote ad- 
vance understanding of a thorough readership study. 
which was itself thoroughly promoted. Rosert J. TIERNAN 


Have your name, firm name, 
or product name imprinted on 
Listo Marking Pencils. Your cus- 
tomers and prospects appreciate 
Listo Marking Pencils because 
Listo makes a clear, bold mark on 
any surface. And the imprinted A motion picture tells the same story to many audiences 
Listo Marking Pencil your cus- and gets them working on the same team. 

tomer uses constantly reminds 

him of you... your firm... your 

products. The imprinted Listo Chicago’s 24th ...... 

you give costs less than 25¢. 


A Film Does Many Jobs for Monsanto 


A look at the winners of the Art Directors Club of Chi- 
REFILLS ia cago show, and a questioning look at the role of such 
black, red, shows in general. Rosert B. Konrkow 
blue, yellow, 
green and white 


The Light That Sizzles 


An artist looks at the role of lighting in building emotion 
Ask your advertising specialty plus illumination. Date NICHOLS 
jobber for quantity prices 


LISTO PENCIL CORPORATION, ALAMEDA, CALIFORNIA | A New Technique in Package Presentation . . 


e626. ¢0 46409 0 


A new process helped this advertising agency to meet a 
tight production deadline. 
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For WEATHER-WEAR 


Paint Enamels used — =e to 

® GRACE specifications for weather 

Volume 5 Number 2 resistance. They are pre-tested 
for quality control. This elimi- 

nates all guesswork and assures 

longer service life. 
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A round-up of the latest information on this newest form 


of composition. Dick Hopcson | "pest Fo eeuly, Wear And Weather” | 
WOME LUMBER COMPANY 
Spectacular in Three Media .... 2. ccc cece cc cccccccce 67 oe 


SILK SCREEN PROCESSED 







Union Electric Co., St. Louis, built a spectacular cam- Our special method of applying colors to a 
paign on outdoor posters and in newspapers around a on te Gene Oedietlo. they 
spectacularly successful television show. M1Lprep A. WEILER have eye—and buy—appeal. Over 35 years of 
; , — backs every sign produced by 

GRACE. 


From Idea to Reality in 45 Days ............... 
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POINT-OF- 







How direct mail produced 5,000 paid subscriptions for a 
brand new magazine. LARRY BRETTNER 









PBSC RCO Coek GOONS ... wc cccseccnse eee RE ROHS 77 
How Bisquick produced 9,000,000 cook books, three million 


of which were used as a Coronet insert. 
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The important role of rotogravure today, and when you ~ 
should consider it for your printing. JULES FRIEDLANDER Arcadian OR 
ROADSIDE 






r m iM ter ma aie gy 
The ABC’s of Onionskin ........ on Cie e nnn 

This thin paper is moving out of the filing cabinet and 
into advertising use. Here are some case histories and a 
practical guide to its use. MARGARET REYNOLDS 

















More than a Label ........ Sr cuits alate ato Oe ad ae oe 87 PLAIN OR 


The pressure-sensitive label is moving into new fields, REFLECTORIZED RGDT i 


doing new jobs, as these case histories show. Whedon 





















Label, Insert and Mailer ...... ba ka 91 WE DESIGN 


How Southern Comfort used its glamorous foil label to a ae 
promote its product. JAMES LAFLIN WISH 





You may, at times, 
desire a specially de- 
signed sign Just let 
us know. We will 
make up a_ color 
sketch for approval. 
There are no obliga- 
tions. What are your 
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Ctickin’ 4 
am LT 
KLEEN*STIk 


WINNING PLAN FOR RAPISTAN 


You can’t hardly turn your head 
these days without seeing either a 
successful application of KLEEN- 
STIK ... or an ideal opportunity 
to put this superior self-stickin’ ad- 
hesive to valuable use! And adver- 
tising and merchandising men once 
bitten by the KLEEN-STIK “bug”’ 
are always on the alert to change 
the /atter into the former. 


Take the caseof KEN MAATMAN, 
Adv. Mgr. for RAPIDS-STAND- 
ARD CO., INC., Grand Rapids, 
Mich. This firm produces top-qual- 
ity conveying equipment — inter- 
nationally famous as the “‘Cadillac’”’ 
of the materials handling field. For 
some time they had been trying to 
develop a product label that would 
go on quickly, easily, and perma- 
nently ... measure up to the quality 
of the product . . . yet stay within 


reasonable cost limits. 


KLEEN-STIK IDEA NO. 101 


Metal name plates? Drilling and 
attaching drive screws proved too 
costly. Decals? Eliminated because 
of t-i-m-e and (ugh!) mess in ap- 
plication. Paper labels attached 
with special cement almost made it 
—but they wrinkled and tore, pre- 
senting a shabby appearance. 


About this time, enter GERRY 
HOTELLING of ACE-HI DIS- 
PLAYS with a suggestion for using 
KLEEN-STIK, the super-stickin’ 
adhesive. Outcome was this two- 
color silk-screened 18” “‘whopper’”’ 
on KLEEN-STIK 65-lb. Bright 
Silver Foil. True to its name, it 
sticks clean and tight on metal as 
on all other smooth, hard surfaces. 
No glue, no water, no muss or fuss 
—goes on in half the time with a 
simple peel-an’-press, and adds 
long-lasting prestige. 


Top-notch product labels are only 
one category where KLEEN-STIK 
shines. This modern-day adhesive 
stock produces sales-buildin’ P.O.P. 
of every type: window streamers, 
shelf edgers, 3-dimensional pieces, 
bumper strips, and lots more. Have 
your regular silk-screener, printer, 
orlithographer show you his “‘stand- 
out”’ collection of KLEEN-STIK 
ideas . . . or write for our free 
“‘Idea-of-the-Month”’ service. 


KLEEN-STIK Products, Inc. 


Pioneers in Pressure-Sensitives 
ae ee ee 


7300 W. Wilson Ave. ® Chicago 31, Ill. 
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HAPPY PROBLEMS... 


AR Starts Fifth 
Year With Look 
At Past, Future 


It is hard to realize that it was 
four years ago this month when we 
got our first look at the first copy of 
AR to roll off the presses. And now, 
as we take another look at the first 
issue, we recall some of our early 
problems — or what we thought 
might be problems. 

During our early days, we heard 
lots of people say, “Great idea, but 
how on earth are you ever going 
to be able to find enough material 
of this kind to keep publishing a 
couple of years from now?” Frank- 
ly, we were worried about the situ- 
ation for a couple of months our- 
selves. 

But now, as we begin our fifth 
year, we find that our real problem 
is just the opposite of what we first 
worried about. The fact is that we 
are finding far more good stories 
than we have space to print. Each 
month, we sit down and do our best 
to get “a quart of milk into a pint 
bottle.” 

Actually, that is a pretty bad 
analogy for AR is far from being a 
“pint bottle.’ We are proud of the 
fact that AR has one of the highest 
editorial-to-advertising ratios of 
any business publication. While the 
usual ratio is 40% editorial — 60% 
advertising (the actual mean figure 
drawn from reports of ABP and 
NBP is 39.7% editorial), AR has 
carried an average of 54.36% edi- 
torial pages per issue during the 
past two years, ranging from a high 
of 64.02% to a low of 45.24%. 

Those figures wouldn’t mean a lot 
if AR wasn’t carrying much adver- 


tising space, but our ad volume has 
shown a steady rise each year and 
the picture, any way you slice it, 
adds up to a healthy package of edi- 
torial material in each issue. That 
concludes our “horn tooting” for 
this month, but we do want to add 
a sincere thank you to all of our 
readers who have helped us mature 
through the past four years by 
passing along their comments and 
constructive criticisms. 


> This is also a good opportunity to 
review some of the developments in 
the fields which AR covers during 
the days since we came out with 
Volume One — Number One in 
February 1953 . . . and take a quick 
look at the future. 


e@ Art & Photography . Biggest 
trend, perhaps, has been the in- 
creased use of color photography 
and a swing back to more “poster” 
technique in space _ advertising. 
There has also been a trend toward 
calling upon top-flight advertising 
artists for “collateral” advertising 
such as packaging, direct mail, cata- 
logs, etc. Art studios have become 
more important in the scheme of 
things in our field, with less fin- 
ished artwork being done internally 
either in agencies or advertising de- 
partment. 

The future, we suspect, will see a 
continuation of all of these trends, 
with the art director being given a 
more important place on the “cre- 
ative team.” 


e Audio & Visual Aids . . . In this 
field, the past four years have seen 
tremendous progress as more and 
more advertising and promotion 
programs have been expanded to 
include audio and visual aids. One 
of the most interesting develop- 


Display typefaces in this issue . . 


. Page 25—Futura Bold; 28—Bodoni Black; 30— 


Tempo Black Extended; 35—-Dom Casual; 37—P. T. Barnum & Balzac Brush; 47— 
Tempo Bold; 51—ADletter #105; 56—ADletter #215; 59—-Dom Casual & Craw 


Clarendon; 67—-Dom Casual; 71—-Tempo Black Extended; 77—Discus Script; 80— 
Karnak Medium; 82—Mistral; 87—Futura Bold; 91—Brody. 
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Craftint offers you a brand new, complete 











CRAFT-COLOR 


Shading Mediums Catalogue, Second Edition, 
packed with valuable information and aids 
for all the Graphic Arts. Today, these mediums 
are finding an ever-widening acceptance and 
use for newspaper advertising, direct mail pieces, 
catalogues, sales manuals, maps and graphs, 
cut-away drawings, exploded views, 
production illustrations, architectural and 


engineering drawings, blueprints, television 
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and motion picture titles, and many 


other phases of the Graphic Arts. 
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Inside the new red, yellow and gray cover, 27 pages have been added. The 
142 pages are filled with the world’s most complete line of shading mediums: 
adhesive-backed Craf-Tone patterns and Craf-Type alphabets, Singletone and 
Doubletone drowing papers, engravers’ top sheet, Multicolor process, Craft- 
Color colored overlay sheets, also symbols and designs. 





The catalogue contains 25 new Craf-Tone patterns and 78 new Craf-Type faces, 
many of them exclusive. Among the many new working tools featured are: 
special Photographic Red Jumbo Craf-Tone (16” x 21”) in 15 easy to place 
and align patterns for the general printing trade; Craf-Tone and Craf-Type 
sheets with special, high-melting, pressure-sensitive backing for blueprint or 
Ozalid use; Jumbo Typewriter Craf-Type alphabets, popular advertising aids 
in three fonts; ten Reverse Craf-Type faces designed for advertising and art 
departments; imported, exclusive Craf-Type alphabets from France, England, 
Germany, Holland and Switzerland. 


Craftint Shading Mediums Catalogue II is designed in a convenient 6%4”"x9%" 
size with side-wire binding for easy-opening and longer wear. 





For a FREE copy of the catalogue, write on your 
letterhead to The Craftint Manufacturing Company, 
1615 Collamer Avenue, Cleveland 10, Ohio. 


THE CRAFTINT MANUFACTURING CO. 


NEW YORK . CLEVELAND . CHICAGO 
1615 Collamer Avenue ° Cleveland 10, Ohio 
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ments has been the almost uni- 
versal use of stereo viewers and 
3-D color slides, particularly as a 
salesman’s aid, but also for point- 
of-purchase promotion. 

Our crystal ball indicates greater 
use of professional services in pro- 
ducing audio and visual aids in the 
future. While there will continue to 
be thousands of “do-it-yourself” 
projects, many who have already 
used this method of inaugurating 
film programs and found the medi- 
um highly successful will turn to 
outside producers for improved 
quality. 


® Direct Advertising . . . Here, the 
picture of the past is headlined “In- 
creased Volume.” Direct mail, in 
particular, has grown in volume to 
an estimated $112 billion annually. 
Along with increased volume has 
come a growth in the number of 
specialist direct mail agencies and 
counselors. Advertisers have awak- 
ened to the fact that mail adver- 
tising is more than just a medium 
for reaping inquiries and put it to 
use as part of the long-range ad- 
vertising program. 

While still in its embryonic 
stages, the 15% agency commission 
has entered the direct mail field and 
may become a more important fac- 
tor in the future. The main trend, 
however, would appear to be one of 
more prestige for this medium and 
its inclusion as an integral part of 
the over-all advertising program, 
instead of being considered some- 
thing supplemental in nature. 


@ Layout & Typography ... The 
whole subject of cold type, the “big 
news” of advertising typography, is 
discussed in detail in a_ special 
article starting on page 59. In the 
“hot type” field, there has been a 
continuing trend toward greater use 
of “informal” faces, but the most 
notable trend has been in the use of 
extended typefaces. Also in the pic- 
ture is the increased use of im- 
ported typefaces 
foundries. 

The future, it seems, holds prom- 
ise of impressive new developments 
in the phototypography field. 


from European 


© Packaging & Labeling . . . This is 
a field where something new seems 
to be happening every day. One of 
the big developments during AR’s 
days has been the use of vacuum 
forming to produce exciting new 
packages. The most important trend, 
however, has been automation. 
In the past four years, we've also 
seen greater prestige for the pro- 
fessional package designer. As 
packages are assigned a more im- 
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“I'd be a little careful of this new 
space salesman — He seems to em- 
ploy a rather subtle technique. . .”’ 


portant role in  point-of-purchase 
advertising and as the key element 
in integrated design programs, the 
job of coming up with “selling” de- 
signs has been given special im- 
portance. 

In the next few years, packaging 
is likely to become more complete- 
ly a primary responsibility of ad- 
vertising departments and agencies 
— a trend which has been growing 
rapidly in the past four years. 


© Paper While changes come 
slowly in the paper field, AR has 
watched several important develop- 
ments. Most notable is the increased 
use of cast-coated paper, but also 
highly important have been the in- 
troduction of new colors, many new 
surfaces (such as_ plastic-impreg- 
nated stocks), great “whiteness,” 
etc. 

The paper manufacturers point 
to the increasing demand for “cut” 
sizes of papers as an important de- 
velopment. It has been brought 
about by the increased use of small 
offset presses in company duplicat- 
ing departments. 

For the future, AR sees a greater 
demand for “unusual” paper stocks 
as advertisers give more attention 
to selection of papers which will 
help their printed advertising stand 
apart from that of competitors — 
particularly for magazine inserts 
and direct mail pieces. It is also 
likely that more attention will be 
given to the selection of paper 
stocks which will help to control 
promotion costs by providing lighter 
weight (to cut postage costs), an 
“automatic” second color (using a 
colored stock rather than an extra 
press run), and more durability (to 
cut down the replacement cycle). 


® Photoengraving & Platemaking 
. . . In this field, the big word has 
been magnesium. Of primary im- 
portance has been the development 
of fast-etch techniques which have 
reduced engraving time to seconds. 
Also highly important has been the 
electronic engraving field. In offset, 


pre-sensitized plates have held the 
spotlight. These and other important 
engraving developments were dis- 
cussed in detail in last month’s AR. 

Electronics and new metals will 
undoubtedly play just as important 
a role in the future of the engraving 
industry as they have during the 
past four years, with pre-curved 
letterpress plates getting increased 
attention. 


e Premiums, Prizes & Specialties 
. . . In all three of these fields, the 
important developments of the past 
four years have centered around 
the inclusion of these media as 
integral parts of the advertising and 
sales promotion programs. Looking 
at each field separately, we find: 


1. Premiums ...A major trend has 
been toward the use of “big ticket” 
items. The old dime-and-a-boxtop 
items have been replaced by premi- 
ums which are ticketed with self- 
liquidating prices ranging from $1 
on up. Impossible to overlook, how- 
ever, is the rage for trading stamps, 
which has taken the nation by 
storm. 


2. Prizes . . . Sales incentive pro- 
grams have taken the spotlight in 
this field, with special attention be- 
ing given the development of well- 
rounded programs. As with premi- 
ums, the trend has been toward 
“big ticket” items. 


3. Specialties Once an “also 
ran” when it came to a lineup of 
media, advertising specialties have 
gained tremendously in stature in 
the past four years. The industry, 
itself, has taken major strides to 
gain greater acceptance as a major 
medium, with specialty jobbers 
claiming a new title of “counselor” 
and seeking to offer advertisers 
greater service in helping integrate 
specialty items into the broad pro- 
motion program. 


The future indicates even more 
attention from advertisers for pre- 
miums, prizes and specialties, with 
special emphasis on coordinated 
dealer and distributor programs 
offered by more manufacturers. 


e Printing & Binding . .. The 
trends and outlook for the future in 
this field were covered in detail in 


last month’s “Progress Report: 
1957.” 


© Radio & TV Production ; 
While there has been little change 
in methods of radio production, 
with the exception of almost uni- 
versal use of tape recorders, tv pro- 
duction has seen major progress 
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CAST COATED PAPERS 


THE CHAMPION PAPER AND FIBRE COMPANY 
HAMILTON, OHIO 


Number Thirty in a series of textural studies designed to show 
the quality of reproduction possible with fine materials 
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THESE LEADING PAPER MERCHANTS SELL 
THE FAMOUS CHAMPION BRANDS 


ALABAMA 


The Whitaker Paper Co. 
Mobile The Partin Paper Co. 
Montgomery W. H. Atkinson — Fine Papers 


ARKANSAS 
Roach Paper Co. 
CALIFORNIA 


Carpenter Paper Co. 
Carpenter Paper Co. 


COLORADO 
Carpenter Paper Co. 
CONNECTICUT 


John Carter & Co., Inc. 
John Carter & Co., Inc. 


DISTRICT OF COLUMBIA 
W ashington The Whitaker Paper Co. 
FLORIDA 


Jacksonville The Jacksonville Paper Co. 

Miami The Everglade Paper Co. 

Orlando The Central Paper Co. 

Tallahassee The Capital Paper Co. 

Tampa The Tampa Paper Co. 
GEORGIA 


Atlanta The Whitaker Paper Co. 
Macon The Macon Paper Co. 
Savannah The Atlantic Paper Co. 


IDAHO 
Carpenter Paper Co. 


ILLINOIS 


Bradner Smith & Co. 

Dwight Brothers Paper Co. 

Parker, Schmidt & Tucker Paper Co. 

Charles W. Williams & Co.* 
Decatur Paper House, Inc. 

Peoria Peoria Paper House, Inc. 

Quincy Irwin Paper Co. 

Rock Island C. J. Duffey Paper Co. 


INDIANA 


The Milicraft Paper Co. 
Indiana Paper Co., Inc. 


IOWA 


Carpenter Paper Co. 
Pratt Paper Co. 
Carpenter Paper Co. 


KANSAS 


Carpenter Paper Co. 
Southwest Paper Co. 


KENTUCKY 
The Rowland Paper Co., Inc. 
LOUISIANA 
The D & W Paper Co., Inc. 
MAINE 
John Carter & Co., Inc. 
MARYLAND 


Garrett-Buchanan Co. 
The Whitaker Paper Co. 


MASSACHUSETTS 


Boston John Carter & Co., Inc. 
The K. E. Tozier Co.* 

John Carter & Co., Inc. 
John Carter & Co., Inc. 


Birmingham 


Little Rock 


Los Angeles 
San Francisco 


Denver 


Hartford 
New Haven 


Pocatello 


Chicago 


Decatur 


Fort Wayne 
Indianapolis 


Des Moines 


Sioux City 


Topeka 
Wichita 


Louisville 


New Orleans 


Augusta 


Baltimore 


Springfield 
Worcester 


MICHIGAN 


Detroit The Whitaker Paper Co. 
Grand Rapids Central Michigan Paper Co. 


MINNESOTA 


C. J. Duffey Paper Co. 
Inter-City Paper Co. 
C. J. Duffey Paper Co. 
Inter-City Paper Co. 


MISSISSIPPI 


Jackson Paper Co. 
Newell Paper Co. 


Minneapolis 


St. Paul 


Jackson 
Meridian 


MISSOURI 


Carpenter Paper Co. 
Acme Paper Co. 
Shaughnessy-Kniep-Hawe 

Paper Co. 


Kansas City 
St. Louis 


MONTANA 


Billings Carpenter Paper Co. 
Great Falls Carpenter Paper Co. 
Missoula Carpenter Paper Co. 


NEBRASKA 


Grand Island Carpenter Paper Co. 
Lincoln Carpenter Paper Co. 
Omaha Carpenter Paper Co. 


NEW HAMPSHIRE 
John Carter & Co., Inc. 
NEW JERSEY 


Central Paper Co. 
Central Paper Co. 


NEW MEXICO 
Carpenter Paper Co. 
NEW YORK 


Hudson Valley Paper Co. 
Stephens & Co., Inc. 
Hubbs & Howe Co. 
The Millcraft Paper Co. 
Forest Paper Co., Inc. 
Holyoke Coated & Printed 
Paper Co.* 
Pohiman Paper Co., Inc. 
Reinhold-Gould, Inc. 
Royal Paper Corporation 
The Whitaker Paper Co. 
Charles W. Williams & Co.* 
\ Champ Dunton Paper Co., S.A. 


Concord 


Newark 
Trenton 


Albuquerque 


Albany 
Binghamton 
Buffalo 
Jamestown 
New York City 


For Export Champion Paper Corp., S.A. 
Champion Paper Export Corp. 


Genesee Valley Paper Co. 
NORTH CAROLINA 


Henley Paper Co. 
The Charlotte Paper Co. 
Epes-Fitzgerald Paper Co. 


OHIO 


Akron The Millcraft Paper Co 
Cincinnati The Cincinnati Cordage & 
Paper Co. 

The Queen City Paper Co.* 
The Whitaker Paper Co. 
The Millcraft Paper Co. 
Sterling Paper Co. 
Dayton The Cincinnati Cordage & Paper Co. 
Mansfield Sterling Paper Co. 
Toledo The Millcraft Paper Co. 


Rochester 


Asheville 
Charlotte 
Raleigh 


Cleveland 
Columbus 


FOR FULL INFORMATION ON HOW THIS ADVERTISEMENT WAS PRODUCED, 
WRITE OUR ADVERTISING DEPARTMENT, HAMILTON, OHIO 


OKLAHOMA 


Oklahoma City Carpenter Paper Co. 
Tulsa Beene Paper Co. 


Tayloe Paper Company 
OREGON 


Portland Carter, Rice & Co. of Oregon 


PENNSYLVANIA 


Allentown Kemmerer Paper Co. 
(Division of Garrett-Buchanan Co.) 
Lancaster Garrett-Buchanan Co. 

Philadelphia Garrett-Buchanan Co. 

Matthias Paper Corp.* 

Paper Merchants, Inc. 
Whiting-Patterson Co., Inc. 
The Whitaker Paper Co. 
Garrett-Buchanan Co. 


Pittsburgh 
Reading 


RHODE ISLAND 


Providence John Carter & Co., Inc. 


SOUTH CAROLINA 


Columbia Epes-Fitzgerald Paper Co. 


SOUTH DAKOTA 
Sioux Falls Paper Company 


TENNESSEE 


Sioux Falls 


Chattanooga 


Bond-Sanders Paper Co. 
Knoxville 


The Cincinnati Cordage & 
Paper Co. 
Tayloe Paper Company 
Bond-Sanders Paper Co. 


TEXAS 


Memphis 
Nashville 


Amarillo Kerr Paper Co. 


Austin Carpenter Paper Co. 
Dallas Carpenter Paper Co. 
El Paso Carpenter Paper Co. 
Ft. Worth Carpenter Paper Co. 
Harlingen Carpenter Paper Co. 
Houston Carpenter Paper Co. 
Lubbock Carpenter Paper Co. 
San Antonio Carpenter Paper Co. 


UTAH 


Ogden 


Carpenter Paper Co. 
Salt Lake City 


Carpenter Paper Co. 


VIRGINIA 


Norfolk 


Epes-Fitzgerald Paper Co. 
Richmond 


Epes-Fitzgerald Paper Co. 


WASHINGTON 


Carter, Rice & Co. 
Spokane Paper & Stationery Co. 
Carter, Rice & Co. of Yakima 


Seattle 
Spokane 
Yakima 


WEST VIRGINIA 


The Cincinnati Cordage & 
Paper Co. 


Huntington 


WISCONSIN 


Milwaukee Dwight Brothers Paper Co. 


CANADA 


Toronto Blake Paper Limited 


*BOX WRAP GRADES ONLY 


THE CHAMPION PAPER AND FIBRE COMPANY 


Mills at Hamilton, Ohio . 


General Office: Hamilton, Ohio 


. . Canton, N. C. ... Pasadena, Texas 















and the medium reached maturity 
during the past few years. Of spe- 
cial note is the increased use of the ‘ | , FT 
integrated television commercial fees GLO, 
and the swing to almost 100% use : ; “aw coe 
, >. 4 Bie he 
The future, of course, is sur- 


of film for national advertisers’ tv : 
rounded by the promise of ex- a A 

panded color tv programming, with ds displays 

commercials following (or, highly are powered by 


— leading) the trend toward | od > ee SY LY) 4 cs ~ ¢) ) 


Fy de motors 
@ Shows & Exhibits . . . Three | display 
major developments have taken 
place during the past four years in SYNCHRON 30 
this field: Super Hi-Torque Timing Motor 
















Ideal for short term applications operating turntables, 
1. The swing to extensive use of te : ; ' display wheels, rotating signs, and easily adapted to 
“pre-fab” displays — eombination ‘ seen ng | any special type of motion display. 30 inch ounces 


: aig ; varanteed torque at 1 RPM. 
packing cases and exhibits in a : . q 
single unit. a : * SYNCHRON 20 
F . Hi-Torque Timing Motor 
2. Use of modular display units — ‘ : For long term operation of turntables, display wheels, 
display units which <a be used and rotating signs. 20 inch ounces guaranteed torque 


at 1 RPM. Can be adapted to any special type of 


interchangeably so that an individ- motion display. 


ual exhibitor can change his exhibit 
as often as desirable without a 


major investment in a “new” dis- HANSEN MANUFACTURING CO., INC. 
play. ° le 
a estasuisHeo 1907 Princeton 11, Indiana 


Hansen Representatives: The Fromm Co., 5254 W. Madison 


Write for more information today! 






eo" 


3. Use of stock exhibits. Available 








ei , = _— a _ St., Chicago, Ili. R. H. Winslow Assoc., 123 E. 37th St., New York, 
from a number of supplic rs, these N.Y. Electric Motor Engineering, Inc., 8255 Beverly Bivd., Los An- 
units can be individualized easily at G). geles 48, Cal. and 3907 Lyon Ave.. Oakland, Cal. H. C. Johnson 


Agencies, Inc., Rochester, Buffalo, Syracuse, Binghamton, New York. 





low cost. 















As in other media covered by AR, 
there has been a trend toward the 

integration of exhibits into the jp 
over-all promotion program — a 
trend which is sure to continue as 
an important factor in this field. 












© Signs & Identification Materials 
In this field, the big trend has 
been toward coordinated dealer 
identification programs, a_ subject 
discussed in detail in a_ special 
article starting on page 30. In mate- 
rials, the most notable development 
has been in_ illuminated plastic 
signs, which have completely taken 
over as the key item of dealer 
identification. 
The future holds promise of con- 
tinuing emphasis on _ coordinated 


| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
' 
' 
| 
identification programs, with simu- | 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 




































Yes. It’s work ... and 
important work, too. Pasting 
up an ad with a lot of details. 
But it isn’t the work it used 


to be since he discovered Monsen 





Trans-Adhesive Impressions. 
He loves them . . . and so does 


his treasurer. Want a sample? 


M O n4 Ss = N typographers, ine. 






& 


22 East Illinois Street 928 South Figueroa Street 806 Fifteenth Street, N.W. 
CHICAGO 11, ILL. LOS ANGELES 15, CALIF. WASHINGTON 5, D.C. 






‘St’s so simple even our salesman 
will be able to explain it.’’ 
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Every member of your salesman’s family 
becomes your “assistant sales manager 
when you launch a Belnap & Thompson 
sales incentive program. 


The moment the Belnap & Thompson Prize 
Book enters the home your “assistant sales 
managers” go to work for you. They look 
through the Prize Book. They find prizes 
they want. And they /ell Dad about it. 


They remind him they have picked out a 
prize. And they keep on reminding him 

every day during your sales drive. They 
make Dad want to put out extra selling 
effort—want to trade extra effort for extra 
hunks of better living. And . . . it works! 


Belnap & Thompson has a booklet that tells 
how you can use the power of ince ntives to 
reach your sales objectives. Send today for 
your copy of “Seven Steps to Success,” a 
handbook of incentive plans. Just clip this 
ad to your letterhead and mail today. 


106 S. Wabash Ave. 
Chicago 3, Illinois 
STate 2-6181 


A Complete 
Incentive Service— 
21 Offices Coast to Coast 


INCREASE DEALER 


DEALER 
SALES! 


Dept. AR, 6425 W. Florissant Ave., St 


IDENTIFICATION 


PRODUCT 
IDENTIFICATION 


PROMOTIONAL 
ADVERTISING 


SEND FOR NEW 
\ BROCHURE 


\ Just released! Shows you 
\ what, where, and how 
signs promote sales! 
Write Dept. AR today 
for your FREE copy! 


‘ 
<s 
x 


. Louis 20, Mo 


§ STO AA Ad 
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lated animation becoming highly 
important in illuminated plastic 
signs. 


© Window & Store Displays 
Although this department is last 
alphabetically in AR, it covers a 
field which has shown outstanding 
progress during the past four years. 
With self-service merchandising the 
order of the day, advertisers have 
been placing increased emphasis on 
point-of-purchase advertising pro- 
grams. If any one trend can be 
singled out it is the constant 
struggle to get maximum promotion 
value in a minimum of space and 
to develop p.o.p. units which will 
fill “wasted” air in retail outlets. 
For the future, AR sees a con- 
tinuation of a trend which has been 
growing during the past four years 
- greater agency participation in 
point-of-purchase advertising. In a 
special feature in the April AR, we 
will present an important report on 
just what’s happening in this area 


> Headline of the month .. . “Lehn 
& Fink Buys Ogilvie Sisters” (on a 
press release from Arthur Schmidt 


& Associates. New York). 


>» Happiness Dept. . . . We are hap- 
py to nominate this promotion let- 
ter signed by George Emerson of 
Saturday Review as the “letter of 
the month”: 

“We are happy to comply with a 
request from The Society for the 
Suppression of Marathon Christmas 
Gift Promotion Letters that we 
shorten our annual message to sub- 
scribers this year. 

“After all, you know the advan- 
tages of giving and receiving the 
Saturday Review as well as we do. 
And the money-saving Christmas 
rates are listed clearly on the en- 
closed form. 

“There’s really nothing else nec- 
essary — other than to include a 
postage-free envelope. . .and to re- 
mind you (if you'll pardon one 
small promotional note) that each 
Saturday Review gift will be an- 
nounced this year by a striking gold 
and green card — specially designed 
and engraved by Tiffany’s and 
signed in your name.” 

Short, simple (and successful, 
we'll bet). 44 


What did YOU get 


for Christmas? 


Turn to page 40 


and tell us, please. 
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[This photograph shows one of the important early processes used to make Rising Paper...fine paper at its best! 


Rising Paper 
is part of | 
Winthrop’s 
Creative 


Team 


THE|CREATIVE TEAM 


LABORATORIES 


advertiser | Winthrop Laboratories, 
Walter J. Cook, Advertising Manager 
planner | Helen Haberman, 
William Douglas McAdams, Inc. 
copywriter | Albert D. Parets, M.D. 
designer | Gerald Philips 
printer Parish Press 


. with typical expertness . . . recently published 
an outstanding treatise entitled ‘“‘Pulmonary 
Cripples”’. It reflects, in every respect, the acknowl- 
edged high standards for which this fine pharma- 
ceutical house is known the world over. Since this paper Text printed on Rising’s W hite 
booklet represents the combined efforts of a care- Winsted Vellum Sub. 32 


fully selected creative team, we are proud to be a 





member of that group. The text of “Pulmonary 


Cripples” is printed on Rising Paper. 


‘Rising 


FINE PAPER AT ITS BEST 


RISING PAPER COMPANY, HOUSATONIC, MASSACHUSETTS MAKERS OF RISING PARCHMENT (100% RAG BOND) 
RISING BOND AND OPAQUE BOND (25% RAG) * LINE MARQUE WRITING (25% RAG) * NO. 1 INDEX (100% RAG) * HILLSDALE 
WEDDING AND BRISTOL (25% RAG) * WINSTED WEDDING AND BRISTOL * PLATINUM PLATE AND BRISTOL (25% RAG) 
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NOW 
VISUALIZATION MADE EASY 
AND 
INEXPENSIVE BY CHART-PAK 


Tapes, Templates, Boards . . . 


everything for graphs, charts, presen- 
tations, office and plant layouts, or- 
ganization charts—all from one source. 


Everything —tapes, labels, work boards, 
office and plant equipment templates, 
pictographs, and tools are all available 
from Chart-Pak. Everything has pressure 
sensitive adhesive backing so that it can 
be fixed with a touch, removed and re- 
placed easily. All can be reproduced by 
any standard method. 


You can get tapes— opaque and trans- 
parent—from 1/32” to 2” wide—in 14 
colors—over 60 printed patterns and 
designs. 

There’s also a wide assortment of office 
templates, form and flow symbols and 
pictographs. 

There are plastic reusable work boards 
in transparent and opaque plastics, with 
printed reproducible or non-reproducible 
grids to aid in laying out the material. 


The Versatile Draftsman 


. 
race mace 


CHART-PAK, INC. 

5-22 River Road, Leeds, Mass. 
Please send information and free samples. 
NAME 
co. 

TITLE ‘i 
ADDRESS 


CITY nicest ie PUN 

Please give the name of the local supplier 
from whom you would like to buy Chart- 
Pak material - 
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Wants Name Change 


e The emergence of AR as a chron- 
icle of public relations news and 
ideas is being widely noted in the 
field. It calls for, in our opinion, a 
change in AR’s name. Our sug- 
gestion: Advertising and Public Re- 
lations Requirements. 

Only thus, we feel, can the estab- 
lished fact be recognized that AR 
has become the magazine of public 
relations. 

NorMaAn J. Liss 

Zachary & Liss Public Relations 

New York 
We appreciate the compliment, and 
expect to continue to serve the pub- 
lic relations profession, but we 
shudder at the thought of making 
our name even longer ... Ed. 


Hanging Mobiles 


e Can you give us the names of two 
or three manufacturers of mobiles? 
We mean the gadgets that hang 
from the ceilings of showrooms, 
consisting of five or six pieces of 
cardboard held together by string. 
The ensemble makes an advertise- 
ment that moves with any breeze. 
Morton ESCHNER 
Eschner Adv. Co., Erie, Pa. 


Avoid Generalization 


@ Applause for your editorial in 
December AR “Tailoring the Ad Is 
Worth Its Cost.” 

Worthy of note, perhaps, is the 
plain fact that a “general” ad in a 
number of industrial papers is an 
open invitation to divert the ad- 
vertising to general magazines. This 
has happened repeatedly and every- 
body loses even the general 
magazines in the long run. 

JAMES O. PECK 

Marketing Dir., 
Meyer & Finn Inc., 


Industrial 
Reincke, 
Chicago 


‘Double Take’ Pictures 


e This agency is 
double picture illustrations, or as 
they are sometimes referred to, 
“double take” pictures. 

The picture embodies two sub- 
jects or gives an optical illusion of 
movement as with blocks. The 
treatment is usually line, involving 


looking for 12 


areas of black and white. If the eye 
catches the negative first, it sees 
one picture, if you focus on the 
positive you see quite another. 
Can you give us any assistance 
in locating these subjects? 
FiTzHuGH D. STAPLES 
D.D.Staples Associates, Rich- 
mond, Va. 


Right on the Nail 


@ I'm glad you complied with the 
the request of several readers and 
printed “Are Amateurs Ruining Di- 
rect Mail?” (AR, October 1956) 

One of my associates routed it to 
me with the comment that he 
thought “it was the best thing writ- 
ten or said about direct mail in 
many years.’ Your comments re- 
garding items discussed at conven- 
tions is right on the mail. 

If you would consider a reprint 
we would like to give it further 
distribution. 

LreonarpD J. RAYMOND 

Pres., Dickie-Raymond Inc., Bos- 

ton 
Reprints are 
each ... Ed. 


now available at 25c 


Imagination Is The Key 


@ In his study, “Which Art Tech- 
nique Does the Job Better?” (AR, 
November 1956), Walter F. Kohn 
arrives at a conclusion in f 
painting. 

Mr. Kohn claims that a painter 
can heighten expressions of a 
model, while a photographer cannot. 
That if a model doesn’t have an 
emotional expression, the camera 
cannot put it in the picture. That 
a painter can lift the reader into 
the land of heart’s desire, but a 
photographer cannot. 

One of my favorite subjects de- 
mands equal time. The fact that she 
is a wooden doll has not prevented 
my camera from endowing her with 
a sufficient range of expressions to 
tell a complete story involving all 
the emotions. I regret only that 
your columns can’t reproduce color 
transparencies so I could illustrate 
to Mr. Kohn and your readers what 
I mean. 

Yet I am not going to reverse his 
final statement that a painter can 
dream while a camera 


favor of 


cannot. I 





eRe eae 
eae geeusess ee 


ADVERTISING SPECIALTY narod hs 
1145 19th St, N. W., Washington 6, D. C. 


MAKE YOUR PLANS TO ATTEND... NOW 


February 1957 + ar + 13 





Intertype Fotosetters 


over 
Years of Experience 


For more than five years Warwick has pioneered cold 
type composition, using Intertype Fotosetters. These 
amazing machines are more versatile and capable of 
greater production and higher quality than any other 
equipment available today. 

Advertising agencies, advertisers and printers all over 
the country, quick to recognize the superior quality of 
this modern method of typesetting, has resulted in 
hundreds of satisfied users of Warwick Phototype. 
Write for additional information or, better still, why 
not give Warwick Phototype a trial on your next job. 
We're confident you'll join the host of happy users. 


® 
arwick werocrarucrs 


SERVING CLIENTS 


920 WASHINGTON AVE., ST. LOUIS 1, MO. 


IN 40 STATES, CANADA, MEXICO AND CUBA 


i 


LABCRAFT INTERNATIONAL CORPORATION 


4019 PROSPECT AVE. CLEVELAND 3, OHIO | 
PHONE: UTAH 1-4334 a 


February 


1957 


. 


shall not claim that a photographer 
can dream while a brush cannot. 
Because neither technique does 
the job better; they just do it dif- 
ferently. The truth is in between. 
A camera can’t dream, nor can a 
brush. But a photographer can and 
so can a painter — if they know 
how to. 
Econ BERKA 
Photography Consultant, Chicago 


We have had an opportunity of 
looking at Mr. Berka’s transparen- 
cies of his model, and can testify to 
the contribution of the photogra- 


pher ... Ed. 


Wrong Agency 


e “High Key Photographs For a 
Low Key Campaign,’ which ap- 
peared in the January 1957 issue of 
your magazine, was a fine article 
except for one unfortunate error. 
Kenyon & Eckhardt Inc. is_ the 
advertising agency for Glass Con- 
tainer Manufacturers Institute, not 
Young & Rubicam, as the article 
stated. 

We know that you will want to 
make your readers aware of Ken- 
yon & Eckhardt’s role as agency for 
GCMI at your earliest opportunity. 

GerorGE CADENAS 
Promotion Dept., Kenyon & 
Eckhardt Inc., New York 


This was an unfortunate error, and 
we are still trying to figure out how 
it happened. Our apologies to K&E 
5s 


Wire Display Racks 


@ Please advise if you have a source 
of contact for stock wire display 
racks for point-of-sale display of 
bagged items. 
Marvin M. HErtTZ 
Ad Enterprise, Cleveland 


Champ on the Job 


e My associates and I were very 
pleased with the fine writeup you 
gave our Champ in your October 
issue. The story was most complete 
and very interesting. 

The Champ is working every day 
and meeting thousands of people 
every day. I had a report that more 
than 9,000 persons went through 
the Champ on the first day of the 
Mid-South Fair at Memphis. We 
feel he is doing an excellent job, 
both for the beef industry and 
Purina. 


W. J. Sts 
Advertising Manager 
Livestock Chows, Ralston 
Purina Co., St. Louis 








From any 
angle... Mi 

there’s proof 
of quality 


‘You always put your “best foot forward” when your 


message is on ATLANTIC OPAQUE. There are good rea- 
sons why. 


ATLANTIC OPAQUE virtually eliminates “show through” 
—even in lighter weights— guarantees a clear, sharp 
impression. Every job is a quality job...every time. 
ATLANTIC OPAQUE prints letterpress, offset or gravure. 
ATLANTIC OPAQUE cuts make-ready time. Dependably 
uniform in thickness and finish...surface-sized for a 





TENET, 


is E> 


EXCELLENCE IN 
FINE PAPERS 


when you 
put it on 













clean, receptive printing surface— ATLANTIC OPAQUE 
reduces make-ready time. 
ATLANTIC OPAQUE is a brilliant white — providing the 
best background for your most important printed 
message. 


Find out for yourself how ATLANTIC OPAQUE can 
create better impressions for your business..Ask your 
Eastern Corporation Merchant for a sample packet 
today, available in smooth and vellum finishes. 






ATLANTIC OPAQUE 
Ue) 
ATLANTIC OFFSET 
ea 


Atlantic Papers = 


PRODUCTS OF EASTERN CORPORATION «+ MANUFACTURERS OF QUALITY PAPER AND PUROCELL PULP 


MILLS AT BANGOR AND LINCOLN, MAINE «+ SALES OFFICES: NEW YORK, BOSTON, PHILADELPHIA, CHICAGO, ATLANTA 
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important 


this is to 
/ — 
keep blowin 


our own 
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...and nothing helps better 
(saleswise, that is) than counter 
cards, window banners, and all kinds 
of P.O. P. material silk screened with 
NAZ-DAR 5500 Fast-Dry Silk Screen 
Inks. They match color perfectly on 
reruns... minimize offsetting during 
storage... don’t chip when die-cut 
... have the brightest colors that 
really show off the product. 


Write for two 5500 Color Cards showing all 26 colors. 
Keep one at your desk and give the other to your silk 
screen printer. You'll have a perfect color reference 
for all your silk screen display jobs. 


Consult your local silk 
screen printer for 
helpful suggestions 


The NAZ-DAR Company 


461 Milwaukee Avenue 
Chicago 10, Illinois 
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I SOLVED IT 


Next month, watch for the winner of our “How I Solved It” Con- 
test, awarded for the best entry before January 1. In the mean- 
time, let us share your ideas with our readers. Send in your own 
“How I Solved It.” We will continue to pay $10 for each item 


published. 


Devises Lapel Badges 
As Selling ‘Teasers’ 


Our problem was to devise inex- 
pensive and lightweight “lapel 
badges” for our appliance salesmen 
to wear in promoting a new range 
sales feature. 

The usual lapel badges seemed 
not only so cumbersome that they 
were inclined to sag from their own 
weight, but also brought many 
complaints from the wearers be- 
cause of the holes the pins were 
leaving in their clothing. 

However, when we heard about 
the pressure-sensitive paper badges 
being used at the conventions, we 
realized our problem could be 
solved this way. 

We borrowed existing art to make 
engravings for the two-color lapel 
badges, added a couple of lines of 
type, and we were “in business”! 

Georce S. CHAPPARS 
Director Advertising and Public 
Relations, Robertshaw-Fulton 
Controls Co., Greensburg, Pa. 


Gives Client’s Ad 
Direct Mail Appeal 


When one of our clients, who had 
achieved excellent response from a 
postage-paid, direct mail order 
blank, asked that the same type of 
return-reply card be included in his 
business paper ad, we encountered 
a problem with plenty of resistance! 

It was easy enough to include the 
order blank in the copy, but turning 
it into a postage-paid, self-mailing 
unit was another story. An insert on 
heavy stock with a punch-out card 
could have been used, but because 
of cost and other considerations, 
the client wanted this ad on the 
publication’s back cover, which was 
printed on 70 lb. stock. 

Since no standard solution ap- 
peared out of the blue to save us, 
we devised one of our own which 
came to be known as a “order- 
velope.” 

This, briefly, was a printed order 
blank about postcard size that we 
put in the lower left-hand corner 


of the full-page ad. Just above it, in 
a panel of the same size, we printed 
the striped border and face infor- 
mation that appears on standard 
air-mail, business reply envelopes. 
A dotted line was run round both 
panels for cutting-out the two as 
one unit. Boxed instructions in- 
formed the reader that he could get 
his order back to the client with 
postage paid by simply cutting out 
the double panel, folding it so the 
two panels were back to back, and 
stapling them in this position. 
When handled this way, our 
“order-velope” looked much like a 
standard return-reply card, but be- 
ing more envelope than card, it 
came back through the mails at the 
airmail-envelope postage rate. 
However, the response brought 
orders up to $300, which more than 
paid for the additional postage. 
FRANK E. Bair 
Detroit. 
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Inquiry Form Aids Dealer 
Speed Customer Contact 


We've found that a very high per- 
centage of inquiries on our ads can 
be turned into sales if the dealer 
can contact the customer quickly 
enough. 

Therefore, in order to aid the 
speed of these contacts, a four-part 
form was devised for the handling 








For precise colors... 
SPECIFY THE STANDARD OF EXCELLENCE 


When you pick a color from Gaetiens, Berger and Wirth’s 


Offset Ink Sample Folder, you can be sure the ink matches 


= =~ =~ a = = on ~ e 
exactly... because CICO Coated Papers portray colors so 


precisely they enhance all color detail] and work trouble- 
Tree even on intricate jobs... such as the press sheet 


1bove which was run through fourteen times 


CHAMPION-INTERNATIONAL CO. 


( 
J ‘ST atemen, : baswchasolt 
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COATED 
PAPERS 


These leading paper merchants can supply 


CONNECTICUT 

John Carter & Company, Inc. 
79 Chapel Street 

Hartford, Connecticut 

JAckson 7-8109 


Tileston & Hollingsworth Company 
2348 Whitney Avenue 

Hamden, Connecticut 

CHestnut 8-4455 


DISTRICT OF COLUMBIA 
Stanford Paper Company 

3001 V Street, N.E. 

Washington 18, D.C. 

LAwrence 6-1600 


MARYLAND 


Mudge Paper Company 
501 Water Street 
Baltimore 2, Maryland 
LExington 9-7782 


MASSACHUSETTS 


Andrews Paper Company 
160 North Washington Street 
Boston 14, Massachusetts 
Richmond 2-2200 


John Carter & Company, Inc. 
420 Rutherford Avenue 

Boston 29, Massachusetts 
CHarlestown 2-5000 


Tileston & Hollingsworth Company 
211 Congress Street 

Boston, Massachusetts 

Liberty 2-3870 


Donald Wyman, Inc. 
683 Atlantic Avenue 
Boston, Massachusetts 
HAncock 6-6282 


MICHIGAN 


Chope-Stevens Paper Company 
240 Chene Street 

Detroit 7, Michigan 

LOrraine 7 -6800 


NEW HAMPSHIRE 


John Carter & Company, Inc. 
23 School Street 

Concord, New Hampshire 
CApitol 5-5545 


NEW JERSEY 
Bulkley Dunton & Co., Inc. 


461 Central Avenue 
Newark 7, New Jersey 
HUmboldt 2-5600 


NEW YORK CITY 


Bulkley Dunton & Company, Inc. 
295 Madison Avenue 

New York 17, New York 

MUrray Hill 9-6400 


Capital Paper Company, Inc. 
106 Seventh Avenue 

New York 11, New York 

CHelsea 3-4980 


NEW YORK CITY 


Hobson Miller Paper Company, Inc. 
280 Lafayette Street 

New York 12, New York 

WOrth 6-0400 


Kennelly Paper Company, Inc. 
501 Fifth Avenue 

New York 17, New York 

MUrray Hill 2-1087 


Milton Paper Company, Inc. 
100 West 22nd Street 

New York 11, New York 
WAtkins 9-6721 


Perkins-Goodwin Company 
589 Fifth Avenue 

New York 17, New York 
MUrray Hill 8-4900 


Royal Paper Corporation 
210 Eleventh Avenue 

New York 1, New York 
WAtkins 4-3400 


NEW YORK 


Franklin-Cowan Paper Company 
210 Ellicott Street 

Buffalo 3, New York 

WAshington 5954 


Genesee Valley Paper Company, Inc. 


1175 East Main Street 
Rochester 6, New York 
HUbbard 2-1510 


PENNSYLVANIA 
Atlantic Paper Company 
Lehigh Avenue at 3rd Street 


Philadelphia 33, Pennsylvania 
GArfield 5-5432 


RHODE ISLAND 


John Carter & Company, Inc. 


421 Industrial Trust Company Building 
Providence, Rhode Island 
GAspee 1-0335 


Providence Paper Company 
160 Dorrance Street 
Providence 1, Rhode Island 
GAspee 1-7600 


Tileston & Hollingsworth Company 
28 North Main Street 

Providence, Rhode Island 

GAspee 1 -8441 


VERMONT 


Vermont Paper Company, Inc. 
144 South Champlain Street 
Burlington, Vermont 

Burlington 4-6079 


EXPORT 


Elof Hansson, Inc. 
711 Third Avenue 

New York 17, New York 
MUrray Hill 7-1177 


coated paper 


COATED PAPERS 


Cico-Gloss 
Cico-Flex 


Cico-Offset 
Cico-Graph 
Cico-Print 
Cico-Fold 


Cico-Duoset 
Cico-Brite 
Cico-Lith 


QUALITY CONTROLLED 
BY 


(dccufeagy 


CHAMPION-INTERNATIONAL Co. 
y G lias WCE, e Ii Coassmcihesell 


MANUFACTURERS OF 


QUALITY COATED 


PAPERS 


This insert is printed letterpress on Cico-Gloss, Basis 80 Ib. 


Complete art and production details upon request. 





| 
| 





of all ad inquiries. 

The first part of the form goes 
back to the customer with the liter- 
ature and the name of his dealer 
in that area. The second part goes 
into advertising department files to 
form a permanent record of the in- 
quiries sent to each dealer. This 
part also gives the effectiveness of 
each magazine carrying one of our 
ads. 

The third part is a label to paste 
on the envelope sent to the cus- 
tomer and dealer and the fourth 
part of the form is a return postcard 
which is sent to the dealer. 

Results on this four-part form 
have shown us we can now get 
“dealer to customer” contact within 
24 hours of receiving an inquiry. 

Epwarp L. SLATER 
Sales Promotion Megr., Paillard 
Products Inc., New York 


Stickers Boost Sales 
Of Hometown Papers 


As agent for the Enid Morning 
News in a town halfway between 
Oklahoma City and Wichita, Kan.., 
my biggest problem was to keep 
the sales of the small daily up in 
spite of the competition coming 
from the big cities’ newspapers. 

Since my small paper obviously 
needed something to make it stand 
out from the “crowd” at the stands, 
I started using sales messages 
printed on gummed stickers. 

Each of my papers carried a 
gummed sticker at the top center of 
the front page each morning. The 
messages are varied from day to 
day to stimulate interest and range 
from local news descriptions con- 
tained in that day’s paper, to the 
paper’s phone number, ete. 

JAMES RITCHEY 
Enid Morning News Agent. 
Alva, Okla. 


Easy Way to Work 
With Transparencies 


When a standard viewer is unavail- 
able or awkward and space-consum- 
ing, and holding the transparency up 
to a light or a window to view and 
work with is very tiring and ineffi- 
cient, this idea is really a life-saver. 

You simply tape a piece of 82x11” 
white bond to the back of your desk 
lamp and then attach the transpar- 
ency in the same manner to the front 
of the lamp. Turn the lamp on and 
presto . a satisfactory and com- 
fortable view of your transparency. 

Tuomas G. LOHRE 
Art Director, Strauchen & Mc- 
Kim, Advertising, Cincinnati 


DF KELLER COMPANY 


“on camera” 


, write for free sample today, to: 





Ud Steemalong Alfred Bulltop Stormalong to 


be correct, was the invention of New Engl: ind sailors 


Five fathoms tall, Old Stormy ate his soup from a ies 
and picked his teeth with an eighteen foot oar. His 
favorite ship was so big he had to soap its sides to get 
it through the English Channel. The cliffs of Dover 
are white today because of soap scraped from his 


vessel’s starboard side. 


We have clients in America’s foremost industries and would like more 


Printers with Inagination 


3005 FRANKLIN BLVD 
CHICAGO 12, ILLINOIS 


experienced 





crescent tv bristol board is 
double-sided — light gray and 
dark gray — two ways better! 


crescent tv illustration board — 
unusual quality in two 
stand-out grays! 


CHICAGO CARDBOARD CO. 
1220C~€~mNTl€Sd KHOman Ave . Chicago 51 Ii. 
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CREATE IMPRESSIVE SETTINGS 
WITH 


*. 


Ty I 


a 


OTE CN eel tts 


Cost Less Than 
You Think! 


Flexible... 
Fit Everywhere 


Save Big Money 

... Use ¢) 

Repeatedly , : 

Set the Stage 6. 

for Attention- 1 J 
Compelling ae * £ 
Showmanship 

Easy to Ship, Shape, Hang and Drape 


FREE! Colored Idea Booklet Show- 
ing 10 New Ways To Use Logo 
Drapes. 


HOLLYWOOD BANNERS 


eT Tle) eld 
Creators & Manufacturers of Nationally 
TT ee) tala ae tt ia 
116 EAST 32ND STREET « NEW YORK 16, N. Y. 
TELEPHONE: OR 9-4790 


we 


Meets Any Rush Demand 


Stretching printing budgets is an old Carey 
custom with a new economy twist — thanks 
to our unique roll-fed presses. For unusual 
printing facilities that top firms depend on, 
call 


Art Friedman, Sales Manager * CH 4-1000 


60 YEARS OF ACHIEVEMENT 


PACKAGE INSERTS Kr 
CIRCULARS AND CATALOGS i, 
BOOKS AND PUBLICATIONS 
SCHOOL WORK BOOKS | 
REFERENCE MANUALS | 
DATA BOOKS AND DIARIES 
PHOTOGRAPHIC BOOKS 


CAREY PRESS CORP. + 406 W. 31st ST., N. Y. 
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MAY, 1957 


May 1-31 
Better Bedding Time . . . sponsored by 
Natl. Assn. of Bedding Mfrs. Merchan- 
dise Mart, Chicago 54. 


Vational Canned Hamburger Month... 
sponsored by Canned Hamburger Insti- 
tute, 41-23 Murray St., Flushing, L.L., 
N.Y. 


Vational Foot Health Month . . . spon- 
sored by Natl. Foot Health Council, 
Phoenix Bldg., Rockland, Mass. 


Vational Mothproofing Month . . . spon- 
sored by Woolite Co., c/o Ted Worner 


& Associates, 1650 Broadway, New York 
19. 


Vational Tavern Month . . . sponsored 
by Natl. Licensed Beverage Assn., 420 
Seventh St.. Racine, Wis. 


Vational Water Systems Month 
sponsored by the Natl. Assn. Domestic 
& Farm Pump Mfrs., 39 S. LaSalle St., 
Chicago 3. 


May 1 
Child Health Day . . . (presidential 
proclamation ). 


May Day 


May 1-7 
Correct Posture Week .. ° sponsored by 


Natl. Chiropractic Assn., National Build- 
ing, Webster City, Ta. 


May 1-8 
{merican Camp Week . . . sponsored by 


American Camping  Assn., Bradford 


Woods, Martinsville, Ind. 


May 5-11 
“Grand Ole Opry” Week . . . sponsored 


by Natl. Life & Accident Insurance Co., 
Nashville. 


Vational Hearing Week . . . sponsored 
by American Hearing Society, 1800 H 


St., N.W., Washington 6. 


Vational Radio Week . . . sponsored 
by Radio-Electronics-Television Mfrs. 


Assn., 777 14th St., N.W., Washington 5. 


Vational Raisin Week . . . sponsored by 
California Raisin Advisory Board, P.O. 
Box 1963, Fresno, Cal. 


May 5-12 
Be Kind to Animals Week . . . spon- 


sored by American Humane Assn., 896 
Pennsylvania St., Denver. 


Vational Family Week . . . sponsored 
by the Joint Dept. of Family Life of 
the Natl. Council of Churches, 257 
Fourth Ave., New York 10; Synagogue 
Council of America, 110 West 42nd St., 
New York 18: Natl. Catholic Welfare 
Conference, 1312 Massachusetts Ave., 
Washington 5, D.C. 


National and _ Inter-American Music 
Week . . . sponsored by Natl. Recrea- 
tion Assn., 8 West Eighth St., New 
York. 


May 10-17 
Foot Health Week . . . sponsored by 


American Foot Health Foundation, 3301- 
16th St., N. W., Washington 10. 


May 11-18 
Let's Go Fishing . . . sponsored by the 


Sporting Goods Dealer Magazine, 2018 
Washington Ave., St. Louis 3, Mo. 


National Frozen Food Week .. . spon- 
sored by Natl. Frozen Food Distributors 
Assn., 60 East 42nd St., New York 17. 


National Luggage & Leather Goods 
Week . . . sponsored by Luggage & 
Leather Goods Mfrs. of America Inc.., 
220 Fifth Ave., New York be 


May 12 


Mother's Day . . . (presidential procla- 
mation). 


May 12-18 
Vational Hospital Week . . . sponsored 


by American Hospital Assn., 18 East 
Division St., Chicago 10. 


May 15-21 
World Trade Week .. . (presidential 


proclamation ). 


May 15-Sept. 15 
Refresh With Milk Campaign . . . spon- 


sored by American Dairy Assn., 20 
North Wacker Drive, Chicago 6. 


May 16-June 16 
Father-Child Month .. . sponsored by 
Natl. Father's Day Committee, 50 East 
12nd St., New York 17. 


May 18 


Armed Forces Day . . . (presidential 
proclamation ). 


May 19-25 
Letters from America Week . . . spon- 
sored by Common Council for American 


Unity. 20 West 40th St.. New York 18. 


Vational Domestic Rabbit Week .. . 
sponsored by American Rabbit Breed- 
ers Assn. Inc., 1707 E. Carpenter St., 
Springfield, Ill. 


National Motel Week .. . sponsored 
by American Motor Hotel Assn., 210 
V.F.W. Building, Kansas City, Mo. 


May 20-25 
Vational Cotton Week . . . sponsored by 
Natl. Cotton Council of America, 112 
West 34th St.. New York 1. 


May 23-June 1 
Vational Pickle Week . . . sponsored by 
Natl. Pickle Packers Assn. Inc., 202 S. 
Marion St., Oak Park, Ill. 


May 25 
Vemorial Poppy Day . . . sponsored by 
American Legion Auxiliary, 777 N 
Meridian St.. Indianapolis 7 


May 26 
Rural Life Sunday ... sponsored by 
Dept. of Town and Country Church, 


Natl. Council of Churches, 257 Fourth 
Ave... New York 10. 


May 26-June 2 
Park and Recreation Week .. . spon- 
sored by Park and Recreation Organiza- 
tions: information source, American 
Recreation Society Inc., Room 321 Port- 
land Bldg., 1129 Vermont Ave., N.W., 
Washington 5. 


May 30 


Memorial Day . . . (presidential procla- 
mation). 









Prominent Users of Strathmore Letterhead Papers: No. 126 of a Series 








in 


onventions 


8 he ee ra a: 
EeePC wee ee 
peer eerreers 
Siete 

pn fe Aho tee 


ee ee ee 


eel 
ee Bee te 


Sti at attentetememtalimas 
cn ananenicveateitetetind 
oe 
Te Se ees iat ti adtatiatbel 


et ates 
«<q Uebettetanialiciaieaiotaia 


FEBRUARY 


ee Eastern Intercity (Conference of 
Women’s Advertising Clubs. Baltimore. 















4-6 . . . American Management Assn., 
marketing conference, Statler Hotel, New 
York. 








eel sihiat mia na teen aremnemnemme 


5-7 ... Twelfth SPI Reinforced Plastics mericana 
Division Conference, Edgewater Beach 


Hotel, Chicago 


We=me . . American Paper and Pulp 
Assn., Waldorf Hotel, New York 
18-21... Technical Assn. Pulp & Paper 
Industry, Commodore Hotel. New York 
















34 















Ina 10-acre setting of Floridian 
splendor ...The Americana captures 










the spirit of the past, present 


MARCH and future of all the Americas. 
6-8 .. . Gravure Technical Assn., Drake 

Hotel, Chicago. e persona 

9-12 . . . Spring Specialty Show. Adver- 


tising Specialty Natl. Assn., Palmer House, 


= concept of 


12-13. . . Packaging Assn. of Canada, 

King Edward. Toronto lit { 
16-17 . . . American Management <Assn., U a i y s 
special marketing conference, LaSalle 

Hotel, Chicago 

18-20 .. . llth annual l6mm motion pic- 


ture production workshop. Calvin Co., 


Kansas ( ity. Mo. 


25-27... . Natl. Paper Trade Assn., Wal- Your company’s personality is clearly visible in the character 
dorf-Astoria, N.Y. 










of your letterhead. A letterhead is tangible evidence of reputation, of 
APRIL taste, and of concern for quality. For example, the handsome letter- 
head on Strathmore paper of the new Americana says more than a 







1-3... Lithographers Natl. Assn., The ao ae : 

Greenbrier, White Sulphur Springs. W. Va. thousand words about the hotel’s high standards and its modern serv- 
4-6 . . . Southern Graphic Arts Assn., ice. Consider the personality of your letterhead. Does it properly ex- 
Nashville, Tenn. press your business character? Let your supplier show you samples 
POGe «se « Natl. Assn. of Radio & Tele- 


a of quality Strathmore Letterhead Papers...and judge for yourself. 
vision Broadcasters, Conrad Hilton Hotel. 


Chicago 














o-1 . . Natl Packaging Conference The Americana, ‘‘the hotel of the Americas,’’ is the 
an “xposition. Amphitheatre and Palme: : . : 

ae Chi aaa , P newest of the fabulous luxury hotels along the Miami Beach ocean- 
meee. . . Mask. Prien Bavers Eanes front. Its 475 rooms and unusual lanai suites are the ultimate in con- 
tion, Navy Pier, Chicago. temporary elegance and comfort. To capture the atmosphere of the 
10-12 . . . Point-of-Purchase Advertising various countries of the Americas, the restaurants and lounges have 
Institute Inc.. Palmer House, Chicago. 


been decorated with striking native motifs. 


13-18 .. . National Business Publications. 
spring meeting, American Hotel, Bal 
Harbor. Fla. 

















“m..7 . tt; United States World Trade STRATHMORE LETTERHEAD PAPERS: STRATHMORE PARCHMENT. STRATHMORE SCRIPT, 

Fair, Coliseum. New York THISTLEMARK BOND. ALEXANDRA BRILLIANT. BAY PATH BOND. STRATHMORE WRITING 
STRATHMORE BOND. ENVELOPES TO MATCH CONVERTED BY OLD COLONY ENVELOPE CO 

22-26 ... Film Council of America, 

Hotel Statler, New York STRATHMORE THIN PAPERS: STRATHMORE PARCHMENT ONION SKIN. STRATHMORE BOND 
ONION SKIN, STRATHMORE BOND AIR MAIL. STRATHMORE BOND TRANSMASTER, REPLICA 

23-25 . . . American Newspaper Pub- 

lishers Assn., Waldorf-Astoria, New York 

24-26 . . . American Public Relations 






Assn., 13th annual conference, Warwick 
Hotel, Philadelphia 

25-27 . American Assn. of Advertising 
Agencies. the Greenbrier, White Sulphur 
Springs, W.Va. 


Sar.  . Ridevteig Selewion of Makers of Fine Papers 


America, Fifth District, Fort Wayne, Ind. 


25-27 . . Advertising Federation of 
America. Ninth District. Hotel Mavfai: STRATHMORE PAPER COMPANY. WEST SPRINGFIELD, MASSACHUSETTS 


itv. Ta. 







Sioux ( 
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MAY 
1-4 . . . Natl. Paper Box Mfrs. Assn. 


Inc., Eden Roc Hotel, Miami Beach, Fla. 
a 
5-7 . . . Magazine Publishers Assn. Inc., 
os Reprints the Greenbrier, White Sulphur Springs, 
W. Va. 
13-16 . . . National Office Management 


Assn., office equipment exposition. Shrine 
Auditorium, L.A. 


The following reprints of feature articles which have appeared in Advertising | 15-17. Research and Engineering 

Requirements are available at 25¢ each. Special prices are available upon | Council of the Graphic Arts Industry, 
Benjamin Franklin Hotel, Philadelphia 

request for quantity orders. Please order by number, enclosing the exact 

amount in money order, check or coin. Send all orders to: Reprint Editor, Ad- 

vertising Requirements, 200 East Illinois St., Chicago 11, Ill. Small orders sent 

only upon receipt of payment. 


Do's & Dont's for Better Press Releases — by Dick Hodgson 
helpful checklist for getting better results from publicity effort 
Do's & Dont’s for Premium Buyers — by Gordon C. Bowen 
A helpful checklist for planning premium promotions 
How to Prepare a Modern Annval Report — by Herbert C. Rosenthal 
me realistic guides for the preparation of effective annual report 
How to Use Color Stats — by Ted Sanchagrin 
Here's how admen ar sina full-c 
The Growing aapertenes of Fairs as an Advertising Medium — “ James Joseph 
i > become an important advertising medium and a place for hard selling Business Magazine Advertising 
Budgeting for Trade Shem — by Robert R. Moore 15th annual, sponsored by the Associated 
An excellent aulde for any adman faced with trade show budgeting probler ° , ° ° onc ’ 9 
" to M he di Tv Tie-I re rk cenit Business Publications, 205 E. 42nd St., 
° erchandise e-Ins — rank Jacobs ' } ” : : 
Oe entiee te Siena techs’ Shar aed of Gale Cintas ty aetive mendiondiaing pregren New York 17. #1: campaigns in mer- 
Planned Seeniattenl Promotion — by Haviland F. Reves chandising papers for products for re- 
How a Detroit restaurant personalized its promotion sale; #2: campaigns in industrial, in- 
How to Promote A Ten-Cent Gadget — by John C. Swift stitutional and professional magazines, 
pror behind White Cap Company’s premium it or campaigns in merchandising papers 
How to Merchandise Syndicated TV Shows — by Maurine ate for products not for resale. 
A t of suggestions for getting the most fron r cl 
oses January 31, 1957 
Exhibit Photos — How to Put Them to Work oo 
Here ry er f exhi tor have p it their trade show exhibit phot > work oO t t di PR — veene 
utstandin 
Loose-Leaf Binding ‘ 9 S , 
Here t of 28 checkpoint selecting the proper loose Dinding 13th annual, sponsored by the American 
Chiquita Banana Goes to School — by Clarence W. Moore Public Relations Assn.. Denrike Bldg., 
effective educational program carries the story of bananas to teachers and ; 1010 Vermont Ave., N.W., Washington 
Abbott Aims at the Consumer — iby Bert Enos ; 5, D.C. Open to any person or group 
How Abt Laboratorie € to consume Ww t sacrince t : Ica f acn ° . ¥ a 
whose principal endeavor included pub- 
Crossroads for Captive Plants 7 ae ; : h las I oo 
A special study on the problems of operating internal printing facilitie lie relations programs in the last vear. 
Less Than Ic Per Impression — by Mildred Weiler Media and procedures are emphasized. 


tory behind an effective busine produced for the Wabash Railro Closes February 15, 1957 
Merchandising — —_ by Morris 8. Rotman 


t am drew extra d jends through effective merchandising Set-up Paper Boxes 
Six Weeks From Planning of Sales. 7th annual, sponsored by National Paper 
dow thor ed deadline problen n a nation sdverticing > an i . 
p R . Sten e ; —b David Sal ee a Box Mfrs. Assn., 1101 Liberty Trust 
rogress eport on ectronic vp sym _— — y av a poe . . . = . 
whe. aaa a oof this new teclalane Bldg. ieee 7. ane eae 
Colorcasting — by Sheldon M. Heiman given for general superiority surface de- 


He 1 case history report of a colorcast “first Chicago agency sign construction superiority, best dis- 
A Contest Isn't Over When the Winners ae Picked — Lb Phil Seitz lay. 
y : pia) 

Dodge gets the greatest value from its ‘‘Dodge for Life test Closes February 15, 1957 
Premiums at General Mills 

The inside story of one of the country’s Plastic Housewares Competition 
Letter Reproduction — by Morgoret _— a A a a lear 3rd annual. sponsored by Koppers Co. 
Emblems — by Robert M. Marks Inc.: information from Administration 


+ 


f i the development of an emblem identification prograr Committee, Koppers Design Competition, 
Miller Makes a Film — by Gene Ollman 1313 Koppers Bldg., Pittsburgh 19. Open 


How Miller Brewing developed its centenary film to molders, extruders, fabricators and 

How Agencies Work er Se Jomes Robertson a lal proprietary manufacturers. Covers poly- 
Dealer Program Builds Unity For Culligan styrene and polyethylene regular : ” 
w to get 1,100 independent dealers to join in a cooperative identification progran modified) houseware products-decorative, 

Philco Signs Up — by Allen Sommers used with food or in home maintenance. 
A sign program meeting local needs, plus a unique share f Closes February 15, 1957 

Are Amateurs Ruining Direct Mail? — by Dick Hodgson 


A provocative approach to the growing demand for professiona 


following reprints are available at 50c¢ each: 


| powers 
How to Get Better Advertising Photos — by Errol Prince | moawcy ¢ 
AR’s two-part series of down-to-earth articles on getting and using advertising photos 
202 Tips for Direct Mail Advertising 
A 16-page booklet reprinting AR’s two special articles on direct mail advertising 
The Use of Tape Recorders in Advertising — by H. Jay Bullen 
Two special articles on one of the most versatile tools used by admen 
211 A System for Controlling Printing Costs — by Frederic Kammann 
A five-part series that outlines a practical system for saving 10% on your printing bills 
215 AR Idea Album 


“2 


\ 


{ 
fw 


A collection of 114 ideas taken from our popular and helpful feature 


The following reprints are available at $1 each: 


201 Advertising Copyrights — by Robert J. Burton 


Copyrisht protection for graphic art—a compilation of a series of 10 AR articles 
202 How | Solved It Now that was a word you don’t hear 
This 64-page book contains more than 125 selected ‘‘How I Solved It’’ Items submitted by AR’s readers 


the boss use too often!! 
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® Public Relations for Social Agen- 
cies, by Harold P. Levy, 208 pages, 
Harper and Brothers, New York, 
$3.50. . . With the increased interest 
of corporations in contributing both 
time and money to community or- 
ganizations, more advertising and 
publicity men are finding them- 
selves as volunteer workers or 
members of Boards of Directors of 
various non-profit organizations. In 
either case, these men naturally 
find themselves more concerned 
with the public relations of the 
agencies than with other aspects of 
agency operation. To these men, 
this book will prove a useful guide. 
The author discusses the needs of 
social agencies and the techniques 
most commonly used, backing up 
his comments with specific case his- 
tories. All in all, it is solid material 
to help apply industrial experience 
to this specialized need. 





® Special Days, Weeks and Months 
in 1957, by the Chamber of Com- 
merce of the United States, Wash- 


ington, D. C., 48 pages, 50c . . . Pre- 
pared especially for businessmen, 
this booklet enables advertisers and 
public relations men to keep track 
of the many national celebrations 
sponsored by commercial and non- 
commercial organizations. It gives a 
chronological list of events and an 
alphabetical list showing the pur- 
pose of each and the name and ad- 
dress of its sponsor. 

As a companion piece, the Cham- 
ber has also released its Trade 
Promotion Planning Calendar, also 
at 50c. The 844x11”, 26-page, spiral 
bound book lists, on monthly pages, 
key events, with room for notations 
in each day’s block. Names and ad- 
dresses of sponsoring organizations, 
however, are not included. 


© The Selling Power of Packaging, 
by Vernon L. Fladager, McGraw- 
Hill Book Co., New York, 132 pages, 
$3.50 . . . The author, an account 
executive of D’Arcy Advertising 
Co., takes a keen and perceptive 
look into the future of packaging 
and its role in selling. His predic- 
tions are not dreamed up out of 
thin air, but are based on tendencies 
already visible. He predicts that the 
self-service market will reach $100 


billion within the next five to ten 
years, and that this will place new 
and greater emphasis on the pack- 
age as a selling tool. This will in- 
crease the importance of packaging 
management and the need for spe- 
cialists in this phase of marketing, 
the author believes. 

Of particular interest is the chap- 
ter on the higher-net-profit pack- 
age, in which the author goes 
through a number of industries, 
pointing out areas in which this 
tendency is already evident. 


© Manual of Office Reproduction, 
by Irvin A. Herrmann, Office Pub- 
lications Co., 232 Madison Ave., 
New York, 210 pages, $3.25 . . 
This handy, paper-covered book 
covers just about every way of 
getting copies of papers, from the 
use of carbon paper through fac- 
similes. The author, administrator of 
systems and procedures at Servel 
Inc., Evansville, Ind., outlines key 
methods, giving advantages and 
limitations of each. Although many 
of its 22 chapters are brief, the book 
furnishes a useful guide to available 
equipment. 


© The Regulation of Advertising, 
Columbia Law Review, Columbia 
University, New York, 94 pages, $1 
... For anybody concerned with the 
legal aspects of advertising, this is a 
useful review of the agencies, both 
federal and state, that are concerned 
with the regulation of advertising of 
all types. According to the introduc- 
tion, the purpose of the booklet is 
“to examine the nature and effec- 
tiveness of the various official and 
unofficial controls which seek to 
protect the consumer and the busi- 
ness world from the excesses of a 
minority of over-enthusiastic or un- 
scrupulous advertisers.” 

The unnamed authors draw the 
conclusion that advertising, in spite 
of the many measures that have 
been adopted, is surprisingly un- 
regulated. “Advertising,” they point 
out, “remains a _ potent force in 
American economic life and the 
interests of consumers and the ad- 
vertising industry alike require that 
some more unified approach be 
made to its growing problems. To 
this end a reappraisal, on the fed- 
eral, state, and industry levels, of 
statutory criteria, areas of jurisdic- 
tion, and feasible sanctions seems 
necessary.” 

The text is backed up with no less 
than 458 foot-noted references, plus 
an appendix which includes specific 
references to federal and _ state 
statutes that affect advertising. 




















































PREMIUMS 


premium plans. Capitalize on 
the nationally-respected name 
LUX . . . producers of over 
20 million clocks. 
j <3 5 
ae 


‘RIVIERA’ 











Priced to meet your 
























































TRAVEL CLOCK 

















Stunning 30 hour alarm with ex- 
clusive slide-open travel case in 
Arabian Ostrich and polished gold 
trim. Luminous numerals. 
























CALENDAR 
CLOCK 















Date Minder clock tells time, day, 
date. Attractively styled, hand- 
somely packaged. Wide range of 
color selection for every room in 
the house. Also a welcome office 
time-teller. a 


lar 


So famous it’s become a household 
word. Wide color selection for 
kitchen harmonye ““Dings”’ for 
“times up” in dozens of household 
duties. Women know the Minute 
Minder. It’s also widely accepted 
by photographers, for darkroom 
work. 
Ww 































































































Lux has profitable premium news for 
you. Quantity prices are amazingly 
low. Get full details from 
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YOUR TIME REMINDER LINE ~ 
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THE LUX CLOCK MFG. CO., INC. 
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Some risks, of course, can’t be 
avoided...but Advertising Agency 
PM’s in the know — with assign- 
ments calling for reliable and ac- 
curate rotogravure preparation — 
know they’re taking no chances 
with the specialized service of- 
fered by INTERNATIONAL COLOR 
GRAVURE and SUPERTONE...The 
preparation of color positives that 
will reproduce just as desired is 
the specialty of INTERNATIONAL 
... For dependable service in mon- 
otone gravure—it’s SUPERTONE... 
Each is staffed, equipped and pre- 
pared to help diligent PM’s carry 
the burden of their responsibili- 


ties in rotogravure reproduction. 


ROTOGRAVURE ENGRAVERS 


‘ ~ ‘i SPECIALIZING IN COLOR 

39 West 60th St. XG 
NEW YORK 23, N.Y. HC. 
Phone: Circle 5-8750 


LOS ANGELES Sales Office: 232 East 4th St., Phone: MUtual 7136 


Reh ge git ee ue ge neg 


480 Lexington Ave. 
SUPERTONE, INC. «7 york 17, n.¥. 


Phone: Plaza 3-9468 
ROTOGRAVURE MATERIAL FOR-MONOTONE REPRODUCTION 
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IDEA ALBUM 


AUDIO-VISUAL 


EXHIBITS 
Flexible Presentation 


Cuff-link Come-on 


t its visuals 


> be replaced as rapid 
permitted the order of 
story to the specific New York. Created by 
i by recording the com 


Thus a new soundtrack can be ffered the second if the cust 


working from a basic script card. Through the reply 
free tickets to the show 
Marblehead’'s booth, or he 
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means Ia $19 


1ed through the use of a slide 
nal re 
personally by a Marblehex 


1 better than 24% return 
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DIRECT ADVERTISING |! SHOWS AND EXHIBITS 
Attention-getting business card 


ANNUAL REPORTS 


EXHIBITS 
Personalizing mailing pieces 
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Medium Condensed 


DESIGNED BY WILL BURTIN 


“When in doubt, use Spartan,” it is sometimes said. Although we don’t fully subscribe to it, the 
fact remains that the Spartans, being of “neutral” design, are effective in a wide variety of work. 
The two most recent additions to the Spartan family are Spartan Medium Condensed and Spartan 
Book. This paragraph is set in Spartan Book. Your ATF type dealer offers 
prompt delivery from stock. Ask him for specimen brochures, or write to: 
Type Division, American Type Founders, 200 Elmora Avenue, Elizabeth, N. J. 
ATF TYPE NEWS IS GOOD NEWS FOR EVERYBODY 
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dwertising Requirements 


Of all the businesses that depend on public patronage, there is 
none that relies more on showmanship than the movies. Many a 
retailer can learn from this case history of how a good manager 


By Haviland F. Reves 


Dramatically effective point-of- 
sale display and outpost tie-in pro- 
motion are used routinely in the 
merchandising of motion pictures. A 
good theater manager is usually a 
master of striking promotional tech- 
niques at a low budget. The 
methods used in this field can be 
effectively adapted to the special 
advertising which will sell many 
other types of products, with the aid 
of some sound constructive imagi- 
nation. 

How this is done in the motion 
picture field may best be learned 
from the detailed study of a single 
campaign. Let’s visit the Jewel The- 
ater, a typical 1,200-seat first run 
theatre in Mount Clemens, Mich. 
(population 17,000). During the five 


handles a picture. 


years that Wilson Elliott has man- 
aged the house for Community 
Theaters, he has gained a reputation 
in the trade for his ingenious pro- 
motional activities. 


> Mr. Elliott concentrates upon one 
product for promotion at a time and 
he selects one, not necessarily the 
biggest, picture of the period for an 
all-out campaign which has the in- 
stitutional value of building the 
habit of patronizing his establish- 
ment. Basically, he selects a subject 
for his campaign which lends itself 
most effectively to good display and 
tie-in promotion. 

Such a campaign is run about 
once every three months. For 
“Trapeze” he prepared for about six 
weeks in advance, having all details 


of the program ready to mesh 
smoothly when the timing was right. 
His budget for this, a typical cam- 
paign, was about $250, plus his own 
time—a modest enough figure for 
point-of-sale promotion for almost 
any advertiser. 

One secret of economy lay in op- 
erating his own art shop in an 8x14’ 
room. Equipment is simple a 
Cut-awl for cutout lettering and 
designs, watercolor paints and nec- 
essary brushes, yardstick, pencils 
and tacks, a draftsman’s table, and 
hammer and saw to prepare backs 
of standee figures or other wood- 
work. Cost of the art shop is about 
$250, an investment that can be 
spread over many promotions like 
the one described here. 


> Before embarking upon a cam- 
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Real Elephants . 


. Setting up a cooperative promotion with a touring circus, these 


big animals attracted the younger set to the theater. 


paign, Mr. Elliott studies thoroughly 
the promotional material supplied 
by the distributor. This is typically 
a 12x18” pressbook of about 24 
pages, presenting a saturation cam- 
paign of advertising and promotion, 
suggested layouts, publicity materi- 
al, gimmicks, tie-in suggestions. 

He next studies his merchandise, 
by a special screening which usually 
requires securing a print delivered 
for this one use. He then lists the 
promotion ideas suggested by his 
review of the film, by his own ex- 
perience, and those in the pressbook 
he finds adaptable. He then figures 
the promotion budget that seems 
right for this one picture. 

The promotion ideas have mean- 
while been placed in two groups - 
those adaptable without cost, and 
those that will cost money. The no- 
cost group is tested first, usually by 
contacting merchants to determine 
the feasibility of each idea. He says, 
“It must help the merchant as well 
as help us, and be adaptable to both 
our businesses. I want to come back 
some day with another idea.” 

The ideas that will require ex- 
penditure are then selected the 
best first, but with enough left over 
to furnish a backlog in reserve in 
case some of the first selected fail 
to click. The same basic principle 
of mutual benefit between merchant 
and store is applied and it is 
usually considered fair therefore to 
have a plan wherein the merchant 
will pay part of the cost. 

Mr. Elliott selects 35 to 40 ideas 
from his two sources as a starter. 
These will be cut down to half or 
less by careful evaluation before he 
completes his planning. About half 
came from the distributor’s materi- 
al, half from his own thinking. The 
pressbook ideas, intended for use 
generally, can rarely be adopted in- 
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tact, but require careful adaptation 
to the individual theater situation. 


’ There is often a national tie-in, 
sometimes many of them, for the 
majority of films, perhaps because a 
manufacturer’s product is used in a 
scene or might be used by one of 
the stars. For “Trapeze,” the basic 
tie-in was with Exquisite Form 
Brassieres. The tie-in idea is sug- 
gested in the pressbook, but it is up 
to the individual to implement it at 
the point-of-sale. Mr. Elliott went 
to local merchants carrying this 
brassiere line, and presented them 
with the company’s promotional 
plan. Such special programs gener- 
ally are not presented by the manu- 
facturer to typical small town out- 
lets — it is up to the interested ad- 
vertiser, the showman, to seize the 
opportunity himself. In some cases 
an advertising allowance is given 
the retailer, or other arrangements 
supporting the tie-in may be made. 

The tie-in was built around the 
selection of a Miss Exquisite Form, 
locally and nationally. Enthusiastic 
cooperation of the retailers was se- 
cured, and they ran two newspaper 
insertions, about 30” each, using 
mats supplied by the manufacturer. 

A department store awarded eight 
merchandise prizes (five pairs of 
sun glasses, perfume, wall clock, 
and tv tuner), and a dress shop 
gave six brassieres to the six final- 
ists. These prizes were supplied by 
the manufacturer. 

Mr. Elliott secured the further co- 
operation of the same merchants, 
with one giving a $25 merchandise 
certificate and the other a matching 
skirt and sweater to the local win- 
ner. 


>’ Going beyond the area of direct 


tie-in, he secured cooperation of 


five other merchants — appliance, 
furniture, jewelry, and _ television 
stores. They put in tie-in window 
displays, even though they did not 
carry brassieres, and offered entry 
blanks — a traffic-building item for 
the merchant himself. They also 
offered merchandise prizes for the 
finalists. In return, the Jewel Thea- 
ter carried announcement trailers 
about these seven stores (including 
the first pair) on his own screen. 

Merchant participation was fur- 
ther sparked by a window display 
contest. The merchant with the best 
tie-in display received a 
pass to the theater. 


season 


»’ The contest was essentially a 
method of securing newspaper pub- 
licity — and Mr. Elliott calls it “the 
only effective way to get newspaper 
space for a commercial product 
without paying for it.” Everything 
was tied in with the promotion of 
the picture, which had news value 
in itself. The winner of the contest 
was the girl who matched most 
closely the measurements of the 
star, Gina Lollobrigida. Press, air, 
screen advertising were used for the 
contest by the theater. Entry blanks 
were placed in the lobby as well as 
in the stores of participating mer- 
chants. Judges of the national con- 
test were the three stars of the film. 

The home of a local physician, Dr. 
Clayton Stubbs, was the scene of a 
press conference for the 20 contest- 
ants, a week before the opening of 
the picture. Timing of all details 
was very important, incidentally. 
This was handled as a civic event, 
with families of the contestants, the 
mayor, and other community lead- 
ers attending as guests of the doc- 
tor’s family, through his willingness 
to be a friendly host. Exceptionally 
good newspaper coverage in the 
society and other columns resulted. 

Following the contest, held on the 
stage of the theater, the doctor was 
again host to the six finalists, their 
families and the press a total of 
about 35 people. This was just be- 
fore the close of the run, and timed 
to help the last two days of the pic- 
ture. 

A further tie-in was made with 
the local Nash dealer (the grand 
prizes nationally included a Nash). 
who furnished a car, fully serviced. 
for Mr. Elliott's own use around 
town 


- with a large rooftop sign. 
The dealer also gave a $25 bond to 
the winner and ran advertising on 
the promotion in the local paper for 
three days. 


> A natural tie-in was made with 
the Hagen Brothers Circus, which 
was induced to alter its route to 
play Mount Clemens 


three days 





ahead of the opening of “Trapeze.” 
The theatre put a sign on its mar- 
quee announcing the coming of the 
circus for three weeks in advance. 
The circus in turn furnished a 
sound truck which announced the 
coming of the film as well as its own 
show in its travels around the ter- 
ritory, and read an announcement 
of the picture to crowds in the tent 
at all shows. 

On the day of the circus, a pair of 
elephants, a clown in costume, and 
a boy to handle the elephants ap- 
peared in front of the theater for 
three hours, at two different times. 
They put on a small show right on 
the street, and the clown gave out 
passes for all youngsters (good only 
if the parents also came along) and 
free balloons. 

A merry-go-round seating about 
twelve kids was spotted in front of 
the theater for Friday, Saturday, 
and Sunday — following opening of 
the film on Wednesday. The young- 
sters secured free rides, through a 
tie-up with Hy-Grade Foods, a 
meat products company, which was 
given screen credit, thanking them 
for the carousel, and a sign on the 
unit itself. 


> The circus theme was carried out 
in special costumes for employes. 
Cashiers and candy girls were given 
costumes suggesting the circus in 
restrained manner. Some ushers 
were dressed as clowns and one as 
a ringmaster. Standing in front of 
the house for the seven days of the 
run, a clown passed out suckers and 
balloons to all youngsters. These 
were secured without charge from 
the S. S. Kresge Co., whose name 
appeared imprinted on each. About 
5,000 were given out in seven days. 

Special circus type souvenirs 
were sold at the candy counter 
large rubber balloon horses, selling 
for 50c. This proved a profitable tie- 
in — 157 were sold, until stock was 
exhausted — as well as a good at- 
mospheric tie-in. 


> The front of the theater was dec- 
orated to resemble the front of a 
circus tent or midway. The perma- 
nent front is mostly maroon tile. 
Broad vertical stripes of gray 
watercolor painted on this 
portion, while similar striped back- 
grounds were painted on large 
wooden panels and used to cover 
even the regular display cases. Spe- 
cial permission from neighboring 
merchants made it possible to ex- 
tend these panels 214’ in either di- 
rection. 

On these panels were mounted 
colossal cutout figures. These were 
simply cut from a 24-sheet which 
was mounted on hardboard and re- 


were 


Local Disk Jockey . . . Jerry Schweitzer, 
WDOG, used the film’s record to stage 
a guessing contest. 


touched to eliminate unwanted text 
and details. 

In order to get the name of the 
picture and the stars into the dis- 
play, Mr. Elliott made ingenious use 
of his Cutawl. He bought some thin 
sheets of metal from a salvage deal- 
er, cut out the words and mounted 
them on 14” display board. This was 
then mounted on the display panels, 
and lit by colored spots placed un- 
der the marquee. This, plus the 
changing lighting of passing cars, 
created an effective night display. 


> The lobby, which was prepared a 
week before opening, had colored 
paper streamers to suggest a tent 
interior. In the middle a trapeze was 
hung, so placed that a large mirror 
made it appear to be double. Bal- 
loons and star ornaments were fes- 
tooned around the lobby. 

Exceptionally ingenious was the 
use of a special “plastic marquee,” 
which was placed over the attrac- 
tion board — the illuminated face of 
the marquee usually carrying 
changeable lettering for current at- 
tractions. 

A clear plastic segment was cut to 
fit each face of the attraction board. 
The lettering of “Trapeze” was then 
cut out in brilliant translucent plas- 
tic, and mounted on the back of the 
clear section with Scotch tape. Simi- 
lar cutouts were made for action 
figures from the picture, by taking 
a 6-sheet and shellacking it on both 
sides to make it translucent. It was 
then placed between two pieces of 
Lucite. This sandwich was then cov- 
ered with liquid acetate, pressed to- 
gether, and mounted with Scotch 
tape upon the under side of the 
clear segment an inexpensive, ef- 
fective and colorful display. 


> Noting that Labor Day was in the 
middle of the run of the film, with 
no parade scheduled in town, Mr. 
Elliott concocted one. He got in 
touch with two veterans’ organiza- 


tion, induced them to parade in uni- 
form and entered his own spectac- 
ularly-bannered car and half a 
dozen cars filled with pretty girls. 
All paraders received free admis- 
sion to the theater. 

Mr. Elliott, who is an amateur 
magician, turned up at the neigh- 
boring Selfridge Air Force Base to 
do a show for the base Cub Scout 
pack of about 75 boys. Of course he 
told the kids about the coming of 
“Trapeze,” describing it as a good 
picture for youngsters to see. In re- 
turn he was given an announcement 
in the daily bulletin — which is 
posted around the base and deliv- 
ered to base homes — including the 
picture among the events going on. 


> To introduce the picture to the 
press and local officials, a special 
midnight preview was held a week 
before opening. A local supermar- 
ket, the County Fair, furnished all 
refreshments for this event, this 
time without any reciprocal tie-in. 
The supermarket’s name _ provided 
the natural focus of interest. The 
store placed a 22x28” poster of 
“Trapeze” inside the door, and spot- 
ted circus gimmicks, like circus 
peanuts and candy, in the displays. 

Jerry Schweitzer, disk jockey on 
WDOG, in addition to conducting a 
radio interview with star Burt Lan- 
caster, ran a guessing contest on the 
air, during the week before and the 
week of the run. He played a few 
measures, announcing it was from 
the album, and asked listeners to 
guess the title. The winner received 
an album, runners-up 
passes to the show. 


received 


>» To wrap up the ideas used and to 
provide a valuable case history ref- 
erence library for his own future 
use, Mr. Elliott prepares a special 
brochure recording what he did on 
each individual picture campaign. 
Typically this is a series of about 40 
pages in clear 
about 9x12”, 


plastic 
showing 


envelopes, 
pictures of 


displays, copies of newspaper pub- 
licity and of his advertising, and any 
other pertinent data. This is placed 
in a stiff binder, with the cover ap- 
propriately decorated. 

Does an 


intensive program like 
this, with its careful planning and 
plenty of work by the merchant, 
pay off? 

“Trapeze” ran seven days as a 
single feature. Its promotion budget 
was $250, concentrated, you will 
note, on a special piece of well-pro- 
moted merchandise. During the run, 
“Trapeze” drew capacity business. 
This was about 20° above normal 
for the Jewel Theater, and about 
50% better than the national box- 
office average for that period. 44 
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Why an Agency 
Built for Itself 


Honig-Cooper, San Francisco advertising agency, tells why it 


preferred to build its own headquarters, rather than rent. 


By Kenneth R. MacDonald 


Ad agency executives have faced 
the perplexing problem of whether 
they would be better off renting of- 
fice space or finding land and con- 
structing their own buildings. 

The experience of the Honig- 
Cooper Co., organized in San Fran- 
cisco in 1908 by Louis Honig Sr., 
may serve as a guide for other 
agencies. 

One of the oldest and largest in- 
dependent agencies on the Pacific 
Coast, with billings approximating 
$10,000,000 a year, Honig-Cooper 
took the “let’s be our own landlord” 
approach in August, 1954, and 
moved into an ultra-modern build- 
ing at 1275 Columbus Ave., designed 
by architects Anshen & Allen. 


Now, just two years later, the ex- 
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perience has been so satisfactory in 
every respect that the agency has 
added a big 3-story wing to accom- 
modate its expanded business and 
rapidly growing staff. 

The original building was custom 
designed by the architects to meet 
the specific requirements of efficient 
ad agency operation, and provided 
Honig-Cooper with 40% more space 
at a cost about equal to the rent 
the agency had been paying in a 
downtown office building. 

The agency gained an added 
“bonus” of extra space at no more 
cost, but also obtained an unusual 
degree of flexibility in its new 
building. 

In addition, the contract for the 
work was taken by a home builder 
who was a Honig-Cooper client and 
who still remains a client, Eichler 


Homes Inc., nationally famous as a 
subdivider and builder of contem- 
porary homes. 


> Within 16 months, however, busi- 
ness had grown to a point where the 
new building was overcrowded and 
by December, 1955, when a merger 
with Rhoades & Davis further in- 
creased business and personnel, it 
became necessary to add the new 
wing just completed. 

With more than 11,000 square feet 
of office space, Honig-Cooper now 
feels “comfortable” with its San 
Francisco staff of 50. This staff, with 
an additional 20 in the Los Angeles 
and Seattle branches, handles 49 
accounts, including such “old tim- 
ers’ as the Clorox Chemical Co. 
which dates back to 1927, and Wells 
Fargo Bank, going back to 1921. 





Penthouse Dining Room . . . With kitch- 
en on one side and sun-deck on the 


other, this is a pleasant place for lunch 
or coffee. 


Art Director's Office Japanese ash is 
used for the cabinets and a mahogany 


door forms an interesting contrast 


Glass Pane! in Door Common to all 
offices, this prevents breaking up meet 


ings 


Typical Executive Office 
and wooden 


. . Cork floor 
warmth. Oc- 
cupants chose their own color schemes. 


walls give 


Next Month 
In AR 


“By constructing our new wing,” 
explains Louis Honig Jr., newly- 
elected president, “we added ap- 
proximately 3,000 square feet to the 
8,000 square foot building which we 
completed in 1954, thus giving us 
another 40% additional space for 
the staff.” 

The new 3-story wing was also 
designed by architects Anshen & 
Allen, and includes 15 additional 
offices, with an executive suite 
opening onto a new central patio 
landscaped by Thomas Church. Also 
located in this wing is an auxiliary 
conference room, television film- 
editing laboratory, and a spacious 
stenographic department. 


> “In debating whether or not we 
should become our own landlords,” 
Lou Honig explains, “it seemed 
rather obvious to us that the room 
which we needed for the proper 
conduct of the agency business was 
pretty expensive to rent. 

“As we expanded we discovered 
that it was extremely difficult to get 
space adjacent to offices already oc- 
cupied. This meant that in a good 
sized downtown office building, we 
had our staff scattered throughout 
the building, with offices on prac- 
tically every floor. The supervisory 
problem was almost beyond solu- 
tion.” 

An ad agency, Mr. Honig points 
out, is not like a department store 
which depends in large part for its 
existence on off-the-street trade. 

“We simply decided that there 
was really no valid reason for our 
remaining downtown, and that by 
moving to our own building we 
could improve service with extra 


Main Entrance Two-story glass 
panels give feeling of welcome. Mono- 


gram contrasts against redwood siding. 


room, better parking facilities for 
our clients, plus much bigger and 
better lighted office space and room 
for expansion.” 


> To compensate for the loss of 
“quick lunch” facilities and for 
noontime shopping in the downtown 
area, Honig-Cooper set up a third 
floor penthouse on its new building, 
with a complete kitchen, dining 
room and sun deck. 

The agency parking area results 
in saving monthly garage rent for 
the staff members, who now find it 
very convenient to drive to work, 
an impossibility with offices in the 
downtown area. In addition, by vir- 
tue of the location chosen, fast and 
frequent city bus transportation is 
available to the door. 

Utilizing an irregular corner lot 
to excellent advantage, the Honig- 
Cooper building has three ap- 
proaches; an attractively landscaped 
main lobby entrance off Columbus 
Ave.; an entrance from a private 
parking area at the rear of the 
building; and a third floor entrance 
to the new west wing from the 
Leavenworth St. hillside. 

Among the many special features 
of the building are a “sight and 
sound room” equipped with projec- 
tion facilities and a color television 
set. 

The building, incidentally, was 
chosen by the Northern California 
chapter of the American Institute 
of Architects to be pictured in a 
traveling exhibit of Northern Cali- 
fornia architecture, sponsored by 
the Smithsonian Institution and 
shown in more than 30 U. S. cities. 

44 


Conference Room Closet on left 
holds projectors, radio, record player. On 
right is service kitchen 


@ Packaging: The Key Element in Promotion 
More and more, all promotion is designed around the pack- 
age. Here’s how to get maximum value from your package de- 


sign. 


@® Trends in Premiums 


A noted authority reports for AR on the newest developments 
in this rapidly maturing and expanding form of advertising. 
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IDENTIFY YOUR DEALERS 


No matter how good your national advertising campaign, nor how strongly 


you have planted your name in the minds of your prospects, if they don’t know 


where to buy your product in their communities, your efforts are wasted. 


This special AR round-up covers the ways in which dealers are identified. 


By Bette Macon 
AR Associate Editor 


A chain is only as strong as its 
weakest link, and in getting a prod- 
uct from manufacturer to customer 
that weakest link is frequently the 
identification of the local dealer. 
The most powerful national cam- 
paign is of little value if the buyer 
in Pocatello, Ida., or Mishawaka, 
Ind., doesn’t know the store in his 
community which sells the product 
he wants. 

There are at least 140 ways for a 
manufacturer to identify the stores 
which carry his products. Many 
companies, with far-flung dealer 
set-ups, have developed the tech- 
niques for identifying them to a 
high pitch. Yet others, in spite of 
the multitude of ways offered by to- 
day’s advertising 
limited programs. 

Most common, and the most 
rapidly growing, of all programs is 
the one for illuminated signs. This 
is almost invariably the number one 
item in a manufacturer's program. 


suppliers, have 


> The newest member of the identi- 
fication sign family is the illumi- 
nated plastic sign. This is a develop- 
ment that has taken place entirely 
since World War II. During the war 
acrylic plastic had been used ex- 
tensively as airplane bubbles, both 
for cockpit covers and bomber 
noses. Manufacturers had 
experience in 


gained 
handling this new 
material and were quick to see its 
potentials. 

By 1946, plastic signs had entered 
the market, and today total sales 
are almost triple that of 10 years 


ago. According to one of the leading 
manufacturers in this field, there 
are eight reasons for this current 
popularity: 


1. Their cost is about one-half of 
that of competitive neon signs with 
fewer hand operations for quantity 
production. 


2. Maintenance and service is easy. 
3. Shipping costs are lower. 


4. They have unlimited design pos- 
sibilities. 


S. They use less electric power per 
square foot. 


6. They are as attractive and eye- 
catching in daylight as at night. 


7. They can give a faithful repro- 
duction of trademarks. 


8. They can be molded into full 
three dimensional effects. 


At present, the plastic sign busi- 
ness is running around $30,000,000, 
reported A. A. Steiger, president of 
Tel-A-Sign Inc., Chicago, recently, 
and should go up to over $100,000,- 
000 by 1959. 

While these signs can be made, 
and are being made, in thousands of 
small sign shops, who specialize in 
custom design in very short runs, 
about 80°, of the total volume is 
accounted for by about ten major 
manufacturers. 


>’ One of the largest users is the 
highly-competitive brewing indus- 
try. Where every tavern handles a 
number of brands, both on draft 
and in bottles, it is frequently the 


point-of-purchase reminder that 
prompts the thirsty customer to say 
“Make mine —.” Other indus- 
tries listed as being heavy users of 
the plastic signs include the major 
appliances, dairy, paint, automobile 
and foods. But even in other indus- 
tries, individual companies are often 
heavy investors in this type of deal- 
er identification. 

The program of Philco Corp. 
(Sept. °56 AR) leans heavily on 
plastic illuminated signs. These are 
made for Philco by Neon Products 
Inc., Lima, O., and incorporate the 
color-changing device called “Sign- 
arama.” This has colored fluorescent 
tubes which are flashed on and off 
in sequence to present what the 
manufacturer calls 
eye-catching, 
quences.” 

This points up the trend towards 
animation and 
achieved at low expense 


‘a symphony of 


animated color se- 


color, simply 
Tel-A- 
Sign calls its development “Dyna- 
lite.” This has a gyrator, operated 
by a small motor, behind a prismat- 
ic lens, and effect of 
colored lights moving around the 
border of the sign. To quote the 
manufacturer, “this creates an al- 
most hypnotic series of bright, eye- 
catching light movements.” 


gives an 


While plastic 


are rapidly 


illuminated 
becoming 


signs 
dominant, 
there is still a considerable volume 
in neon tubing signs. However, 
these are now largely local, pro- 
duced to meet the requirements of 
individual retailers. Their most fre- 
quent use is for hanging behind the 
glass of show windows, although 
neon tubing is frequently used out- 
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w Our creative staff will be 
happy ‘to offer helpful sug- 
gestions to solve your display 
problems; no obligation, of 
course. Call or write today. 

Serving large and small 
companies everywhere 
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Detals 


THAT SELL! 


Prentice Decals have bright, sun-resistant 
colors, and tough films that make application 
easy without waste. They stay on duty for 
years at Point-of-Sale—constantly carrying your 
message to your customers. 


Weather tests prove that Prentice Decals 
are practically permanent. And they are easy 
for your salesmen or dealers to apply. 

If you want decals that sell, write today for 
free estimates of your designs—or we will sub 
mit sketches for your approval. 


Unite Today Dept. A-2 
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doors, particularly in large spectac- 
ulars. The brilliance of this tubular 
lighting makes them effective, 
especially at a distance. 


> Of course, illuminated signs, 
whether neon or plastic, are not the 
only means by which the connec- 
tion of a particular dealer with his 
manufacturer may be shown to the 
general public. The entire building 
may serve as an identification sym- 
bol. Most gasoline service stations 
are examples of this identification 
through styling that is familiar at 
almost every crossroads from Maine 
to California. Almost every gasoline 
company, in addition to supplying 
a variety of signs, has set up a 
standard for the entire location, in- 
cluding the buildings. At the very 
minimum, this includes the basic 
colors to be used, while at the max- 
imum it includes the design of the 
service station building. 

Another example familiar to the 
American motorist is the identifica- 
tion factor common to the Howard 
Johnson chain of restaurants. The 
distinctive red roof and the Colonial 
white frame structure spell out 
identification long before the speed- 
ing motorist can identify the trade- 
mark and logotype. 

Perhaps the most outstanding ex- 
ample of using the building to iden- 
tify a dealer is the program of In- 
ternational Harvester. In many a 
farming community the red _ tiled 
pylon with its square, strong “IH” 
symbol is a familiar landmark. Har- 
vester has complete plans for the 
dealer who wishes to build his store 
from the ground up. This architec- 
tural service, furnished gratis by the 
company, is the result of much 
study of the ways a dealer should 
be set up for greatest efficiency. 
And even if the local dealer is un- 
willing or unable to put up a new 
structure, Harvester is ready to help 
him put on the right kind of front. 

The result of this is that no po- 
tential customer can fail to know 
who handles the Harvester line, and 
to be reminded of its availability 
day after day. 


> The outside of the building is a 
prime opportunity for dealer iden- 
tification, and many manufacturers 
find ways to use it, even if they 
cannot persuade or insist that the 
building be completely converted to 
a trademark. Many a building, for 
example, has a vacant wall big 
enough to hold a 24-sheet, and this 
is usually a choice spot for the cur- 
rent poster. Dealer identification is 
obtained through the application of 
a simple strip with his name and 
location printed, and pasted along 
the edge of the poster. This same 


technique, of course, can be used to 
give local identification to national 
posters affixed in other places than 
to the wall of the store itself. 

Painted signs are another answer 
to the same problem of what to do 
with a blank wall. Here, however, 
quality and design are less control- 
lable by the manufacturer. Sketches 
can be sent out, accompanied by 
color guides or swatches, but never- 
theless, the end result is dependent 
upon the varying skills of local 
painters. Some manufacturers, like 
Culligan, whose experience was re- 
ported in the October, 1956, AR, 
have abandoned relying on local] 
service, because of the variations in 
end results. 


> Instead of paints, there are a vari- 
ety of inexpensive flat metal signs 
that can be used in their place. 
While somewhat more expensive, 
they have the advantage of greater 
permanence and __ standardization. 
They range from heavy porcelain 
enamel signs which can be tacked, 
can swing from brackets, or even, 
double-faced, from standing frames, 
to inexpensive metal sheets with the 
design silk-screened on. These are 
flexible enough to go easily on 
rounded surfaces and cheap enough 
so that the dealer is willing to use 
them in quantities. Particularly in 
rural communities, they can _ be 
tacked on telephone poles, fence 
posts, sides of barns, 
spreading the name of the 
and his company for many 
around the trading center 


and so on, 
dealer 


miles 


> Store fronts have always been a 
popular way of identifying a dealer, 
and increasing emphasis is being 
placed on this. In a recent confer- 
ence conducted by the Building Re- 
search Institute, Morris Ketchum 
Jr., a partner in Ketchum, Gina’ & 
Sharp, architects, points out that 
“the over-all design of the enclosing 
walls of a store building should in 
itself by its form, shape, pattern and 
color create trademark identifica- 
tion for the business contained 
within.” 

One of the oldest firms in the 
business of supplying store fronts, 
Kawneer Co., Niles, Michigan, 
claims that more money is being 
spent today for store front renova- 
tion than at any time in the last 50 
years. While much of this is to im- 
prove the appearance and the in- 
dividual characterization of a store, 
it also furnishes an opportunity to 
use the new store fronts for dealer 
identification. 


> But one need not go as far as a 
complete renovation to achieve rec- 


. continued on page 34 





RESEARCH NEVER STOPS HERE 


Years of constant research have made the quality 
of color printing higher and higher at J. W. Clement. 
Measured in terms of money and time. Clement's large 
investment in research is unusual in the printing 
industry. Equipment is the finest most modern 
available and is kept in prime working order around 


the clock. It is being constantly improved to produce 
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higher quality printing at lower cost to the customer. 

Many improvements in the quality of color printing 
can be found at Clement. Here, the development of 
new printing machines has always been a management 
policy. Another reason why leading businesses take 
pride in and profit from Clement printing —as faith- 


ful to color as eyesight itself. Yet it costs no more. 
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This list is made up of specific items which have 
been used by manufacturers for dealer identifica- 
tion. It is far from complete, for somebody, some- 


140 Ways fo Identify Your Dealers 


Outside the Store 


L 
2 
ie 
4 
5. 
6 
4 
8 
9 
10. 
Ll. 
12. 
13. 
14. 
15. 
16. 


17. 
18. 


. Building design 
. Store front 


Building lettering and signs 


. Tacker signs 


Post-hung bracketed signs 


. Neon signs 


Plastic illuminated signs 


. Porcelain enamel signs 
. Product facsimilies 


Painted bulletins 
Outdoor posters 
Pennants and banners 
dwnings 

Changeable letter signs 
Window and dor decals 
Window valances 
Window streamers 


Captive balloons 


In the Window 


19. 
20. 
21. 


2 
Za 


Die-cut easel displays 
Cardboard product cut-outs 


Plastic replicas 


. Blow-ups of national ads 


inimated displays 


Inside the Store 


2B 


1. 
5 


6. 


2 
2 
2 
2 
2 
2 


< 
30. 
31. 
32. 
33. 


34. 


35. 
36. 
Ste 
38. 
39. 
10. 
11. 
12. 
13. 
14. 
15. 
16. 
17. 


Wall posters 


. Department signs 


Merchandise counters 


. Self-service displays 
. Flutter pennants 


- Mobiles 


Display racks 
Literature racks 

Slogan clocks 

Motion displays 
Product facsimiles 
Bulletin boards 

Cash register signs 
Rubber floor mats 
Change pads 

Catalog holders 

Product stickers and decals 
Imprinted gummed tape 
Shelf talkers 

Pegboard wall displays 
Plastic illuminated signs 
Wall hangers 

Bin displays 
Self-service baskets 
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13. 
19. 


Wrap-around posters 
Backcounter displays 


Printed Materials 


50. 
ol. 
52. 
53. 
54. 


55. 


Delivery envelopes 
Parcel post labels 
Package stuffers 
Billheads 
Letterheads 
Invoice forms 


. Business cards 


- Doorknob hangers 
. Souvenir booklets 


. Pencils, pens, rulers 
. Service-check decals 
. Service tools 


2. Briefcases, notebooks 


3. Customer instruction booklets 
. Service folders 


>. Service follow-up cards 


. Postcards 


7. Christmas cards 


. Envelope stuffers 
. Greeting cards 


70. Seratch pads 


. Estimate forms 
2. Blotters 


3. External house organs 


Imprinted Give-aways 


| 
a~ 
2 


as 


ve 


~l 
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Pens 


Pencils 


. Cigaret lighters 


Ashtrays 


. Flashlights 

- Memo or address bo_ ks 
- Photo albums 

. Maps 


2. Calendars 


3. Piggy banks 


Toilet articles 
Thermometers 


. Calorie counters 

- Matches 

. Coasters 

. Key chains 

. Desk accessories 

. Glassware 

. Salt and pepper shakers 
. Pot holders 

. Hot plates 


95. 
96. 
97. 
98. 
99, 
100. 
LOL. 
102. 
103. 
104. 
105. 
106. 
107. 
108. 
109. 


where, has probably used every item you can men- 
tion for this purpose. This is especially true in th» 
area of imprinted advertising specialties. 


Brushes 

Swizzle sticks 

Mileage booklets 
Windshield scrapers 
Auto visor attachments 
Balloons 

Bubble gum 

Candy 

Crayons and coloring booi,s 
Scissors 

Paper dolls 

Rubber balls 

Stuffed toys 

Beach toys 

Fans 


On Service Equipment 


110. 
111. 
112. 
113. 
114. 


ees. 
116. 


Standard painting on truvi.s 
Truck decals 

Sign holders on vehicles 
Truck flags 

Bumper signs 

Company license plates 
Service tools 


Warehouse signs 
£ 


items to be Worn 


118. 
119. 
120. 
121. 
122. 
123. 
124. 
125. 
126. 
Zé. 
128. 
129. 
130. 


Coveralls 

Shirts or trousers 
T-shirts 

Service jackets 

Gloves 

Aprons 

Pocket handkerchiefs 
Neckties or kerchiefs 
Uniform dresses or jackes; 
Embroidered emblems 
Lape! buttons 
Identification badges 
Tie clips 


Miscellaneous 


131. 
132. 
133. 
134. 
135. 
136. 


137. 
138. 


139. 


140. 


Roadside signs 
Painted barn signs 
Classified 


ads 


Phone dirertar, 
Western Union Operator —5 
Cooperative ad program 
Prepared speeches on = ¢«.+ 
pany history or products 
Visual aids for promotios. 
Invitations to special pri ra. 
tion 
End-customer identification 
signs 

Uniform for dealer spousored 
sports teams 
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We are proud to be as- 
sociated with the industry 
leaders in the _ creation, 
design and construction of 
colorful, distinctive illumi- 
nated plastic signs for 
every purpose. 


Kmoxwville, Tennessee 
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ognition. One of the outstanding 
examples in this less-than-complete 
store front identification is the pro- 
gram of the Coca-Cola Co. (see Oct. 
1955 AR). For many years it has 
been willing to supply dealers with 
attractive metal signs that run over 
the show windows of grocery stores 
or soda fountains. These carried the 
name of the store, but also the Coca 
Cola script trade mark and some 
promotional slogans. 

One of the pioneers in this kind 
of activity, Coca-Cola was extreme- 
ly successful in getting these signs 
placed, in spite of the fact that most 
of these stores derived only a small 
fraction of their income from this 
product. 


> From this kind of sign, it is only 
a small step to decals that serve as a 
valance, and run along the entire 
top of the show window. These are 
frequently welcomed by storekeep- 
ers because they are decorative, in- 
volve no maintenance, and add to 
the appearance of a window. 

Decals, of course, do not have to 
be placed along the top edge of a 
window. They can go any place a 
few square inches are available. 
Modern decals are colorful and eas- 
ily applied. Some of the newer types 
now go on without water. A fre- 
quent use is to put a logotype on 
the door of a dealer, or perhaps at 
eye-level in a corner of the main 
window, to tell the passer-by, “This 
is where you get your favorite 
brand.” This is particularly valuable 
where the dealer habitually carries 
a large number of brands, such as 
in the photographic business. 


> Modern store architecture, with 
its large expanses of glass, and 
its vistas open to the street, has 
made the interior almost as valu- 
able a place for identification as the 
exterior. Almost every technique 
that has been developed for outside 
has its adaptation for use inside 
with outside effects. 

Take the plastic illuminated sign, 
for example. Most manufacturers 
supply both kinds, with the major 
difference being the lack of weather 
proofing for the sign designed to be 
placed inside. But it can be hung 
in the window if the main purpose 
is to furnish identification from out- 
side. It can also hang high on the 
back wall, where it serves for those 
who have entered the store as well 
as those who are still outside look- 
ing in. With its low cost of opera- 
tion, many a retailer uses it for a 
night light, extending round the 
clock his identification. 


> Because of this openness, dealer 
identification functions have begun 


to overlap into point-of-purchase 
materials. This is particularly true 
of those items that become more or 
less permanent fixtures. At the re- 
cent exhibit of the National Retail 
Lumber Dealers Assn., for example, 
a number of the exhibits showed 
how the trends towards self-service 
and do-it-yourself are increasing 
the needs for new kinds of fixtures, 
and thus increasing the opportuni- 
ties for alert manufacturers to co- 
operate in supplying fixtures that 
meet this need. At the same time, 
they serve to furnish additional op- 
portunities for identification. 

While the main emphasis is on 
identifying the dealer at his point 
of business, and chiefly through 
signs, there are many other chan- 
nels which should not be neglected. 
Actually, whenever a dealer comes 
in contact with his public, there is 
an opportunity of identifying him 
as the local dealer. 


> While it is occasionally possible 
for a manufacturer to list his local 
dealers in his national advertising, 
more often than not, there are sim- 
ply too many to make this feasible. 
Sometimes tie-in advertising, espe- 
cially in local newspapers, is possi- 
ble. In national media, this becomes 
very expensive. An alternate meth- 
od is to use either the classified 
telephone directories or Western 
Union to refer local prospects to 
their nearest dealers. 

Trade name entries are frequent- 
ly used in the 3,500 classified tele- 
phone directories published in the 
United States. This lists the manu- 
facturer’s name, followed by the 
names, addresses and telephone 
numbers of the local dealers. This 
is usually paid for under a coopera- 
tive arrangement. To back up this 
service, the national advertising can 
carry the line “See Your Yellow 
Book” or one of the logotypes pre- 
pared by the Reuben H. Donnelley 
Corp. 

Western Union has a similar 
service, in which a local prospect 
can get the name of his nearest 
dealers by calling the local Western 
Union office and asking for Opera- 
tor 25. This service is obtainable on 
a state, a regional or a national ba- 
sis, depending upon the sort of cam- 
paign being run. Complete national 
coverage costs $400 a month, with a 
minimum three-month contract re- 
quired. 


> Most of these are, of course, more 
or less permanent arrangements. 
Similar techniques can be applied to 
materials for special promotions, 
which can be as varied as the imag- 
ination and the product permits. 

4¢ 
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Composite Picture . 


. This multiple shot included the major 
elements of the entire campaign, from the volunteer window- 
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washing assignment to the cut-outs that made a bag of in- 
sulation look like a penguin. 


It was used inside a mailer. 


How a Bird Shifted Sales Seasons 


You have to be clever to boos? sales of an off-season product 


By Wm. G. Reker 

Advertising Manager 
Minnesota & Ontario Paper Co. 
Minneapolis 


This bird sold insulation in sum- 
mer and boosted sales 178%. 

The biggest months for the sale 
of residential insulation have tra- 
ditionally been in the fall and early 
winter. That’s the time that home- 
owners are insulation conscious and 
look ahead to cold winters with 
drafty homes and skyrocketing fuel 
bills. Sure, insulation is sold year 
around to builders and contractors 
for new construction, but a big part 
of the market is the do-it-yourself 
trade — the homeowner who in- 
stalls insulation in his attic floor. 

The Insulite Division of the Min- 
nesota & Ontario Paper Co. is a na- 
tional distributor for Owens-Corn- 
ing “Fiberglas.” How could we level 
out this seasonal pattern and sell 
insulation in the summer? Together 


by 178%, but that’s exactly what this campaign succeeded in 


doing for Minnesota & Ontario Paper Co. 


with the Insulite 
M. C. Fairfield, and the Insulite 
sales promotion manager, G. F. 
Hoppe, we worked out the program. 


sales manager, 


» The basic idea was a simple one 
— to tie-in with growing interest in 
air conditioning. The problem was 
to plan an intensive short-term pro- 
motion exciting enough to create 
sales, to jar the trade factors out of 
established seasonal buying habits, 
and to enthuse our salesmen and 
wholesaler salesmen. 

The theme, we decided, would be 
“Insulate your home for air condi- 
tioned comfort.” Now we asked our- 
selves, how can we dramatize this? 
What is an image of coolness, a 
character to hold this theme to- 
gether? A penguin, certainly! 

The happy little penguin was used 
on all teaser mailings, sales letters, 
literature and point-of-sales pieces. 
Most of this low-budget program 
was put into point-of-sale material. 





We knew it was necessary to get 
the material out of the lumber deal- 
er’s warehouse and into the show- 
room where it is sold. Bulky rolls 
and bags of insulation are not at- 
tractive displays, so we designed a 
die-cut display of a penguin’s wings 
and head that would slip over a bag 
of Insulite pouring wool. The addi- 
tion of die-cut feet made a startling 
and not unattractive penguin. 


’ The penguin character was used 
also in paddle displays (to stick in 
an opened bag of wool), counter 
cards, window posters, toy balloons 
and wire hangers. With supporting 
literature and instruction sheets all 
the material (22 pieces in all) was 
assembled in kits. 

Here is the schedule we followed: 


e Penguin Day — teaser mailing to 
salesmen 


e PD plus 4 — detailed bulletin to 
salesmen 
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e PD plus 5 — complete kits to 
salesmen 

® PD plus 10 — 
wholesalers 

@ PD plus 12 — personal letter to 
wholesalers 

@ PD plus 14 — ads break in lum- 
ber dealer trade magazines 

@ PD plus 17 — direct mail to all 
lumber dealers 
@ PD plus 30 
salesmen 

® PD plus 40 — letter to salesmen 
not active on program. 


teaser mailing to 


follow-up letter to 


There were two other important 
parts of the program. 


1. We encouraged our wholesalers 
to send out a mailing to their dealer 
prospects and customers. We sup- 
plied the mailing pieces complete 
with a personal letter on a re- 
production of the wholesaler’s let- 
terhead. A total of 83 different spe- 
cial mailings were prepared for 
wholesalers. 


2. This was a gimmick idea. Deal- 
ers were informed that their In- 
sulite salesman would wash their 
windows before installing the dis- 
play. There was a lot of kidding and 
horseplay over this idea and it 
helped sell the program. 

What were the results? It is diffi- 
cult to say just how much of our 


Beautiful 
Design 
Sturdy 

Construction 
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Rotating Campaign 


different outdoor area at 30-day intervals. 


sales increases can be attributed to 
this promotion. However, sales in- 
creases compared to the previous 
year culminated with a 178% sales 
increase in July. 


> During the promotion period, 
most of our salesmen got enthusi- 
astically behind the program. They 
had some fun with it and made 
extra sales. Here is what one happy 
salesman wrote, “The wool promo- 
tion is going great. Here is this 
week’s ‘take.’ Thirteen half-car and 


Tell Your Story — Sell Your Product with 


5 


K TEL-A-SIGN ANIMATED 


ILLUMINATED PLASTOGRAPHS* 


America’s most original and complete line of 
plastic point-of-purchase advertising signs for 
indoor and outdoor use. Illuminated and non- 


illuminated. 


Includes new methods of animating color trans- 


parencies. 


*Plastographs are achieved through our original and 
exclusive Plastography process of applying color to 


plastics for a three-dimensional effect. 
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“‘DYNALITE"’ — color in 
“FLOWING LITE" — 


motion 


TEL-A-SIGN, Inc. 


960 West 122nd Street 
Chicago 43, Illinois 


Creators of Point-of-Purchase material 
from design to finished product 


copy animated with bubbling effect | 
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. . . Bowman Dairy Co., Chicago, moves 12 displays like above to a 


carload orders written for a total of 
8-14 carloads and 231,000 feet. In- 
cluded in these 13 orders are 7 new 
carload or half-car dealer accounts, 
each of which is the best in their 
respective towns. The penguin is 
doing a job!” 

We feel that in addition to sales 
increases this program accomplished 
three things: 


1. It focused the attention of our 
entire sales organization (our men 
and jobber salesmen) on the sales 
possibilities of Insulite insulation. 


2. It convinced us that insulation 
can be sold to homeowners in the 
summer as well as the fall or win- 
ter. 


3. It proved to our dealers that we 
are interested in helping them sell. 


4. It emphasized the point that a 
concentrated barrage of short dura- 
tion is more effective than spas- 
modic firing. 


5S. It convinced most dealers who 
had never sold this material that 
they can do it by establishing them- 
selves as insulation headquarters. 


It’s a rare bird that can move 
carloads of insulating wool, but the 
penguin did. 44 


Cartoon Penguin . . . Used in publicity 
and direct mail, this cartoon added the 
light touch when needed. 
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Home shows are becoming an increasingly important factor in the 
promotion of many types of consumer goods. Here’s how 


showmanship has paid off for exhibitors at the Los Angeles Home Show. 


By Phil Seitz 
AR Los Angeles Correspondent 


One of the results of the tremen- 
dous amount of building since 
World War II, and the general and 
growing interest in homes, has been 
the growth of home shows, which 
are now held in just about every 
major city. 
Designed as showcases for every- 
thing installed or used in or around 
the home, these shows and their ex- 
hibits attract millions who are im- 
pelled to spend many millions of 
dollars when exposed to the wares 
of exhibitors. 
This year there were an estimated 
such shows. Of these, 16 have 
met the standards of the National 
Assn. of Public Exposition Man- 
agers. These are in Los Angeles, 
Cleveland, Detroit, Indianapolis, 
Toronto, Harrisburg, Pa., Dayton, 
Reading, Pa., Des Moines, Philadel- 
phia, Boston, Syracuse, Toledo, Cin- 
cinnati, Milwaukee, and Grand 
Rapids, Mich. Attendance ranges 
from Los Angeles’ 227,000 to In- 
dianapolis with 60,000. 


77 


> The biggest of them all, the Los 
Angeles Home Show, attracted 227,- 
000 people during its June 14-24, 
1956 run. In all, 330 exhibitors sold 
close to $11,000,000 of their products 
during the show, not counting sales 


realized from leads picked up at the 
show. 

The Los Angeles Home Show is 
sponsored by 13 construction indus- 
try associations and the Los Angeles 
Chamber of Commerce. 

Products sold ranged from mixers 
and vibrating chairs to helicopters 
and houses. Actually, says manag- 
ing director Carl F. Kraatz, just 
about anything can be sold at a 
show if showmanship is used. 


> With this in mind, two months be- 
fore show time, the L.A. manage- 
ment analyzes all elements of the 
show and its exhibits. Based on ex- 
perience, it is possible to tell in ad- 
vance “which and what will or will 
not get results,” Mr. Kraatz asserts. 

The elements of a successful ex- 
hibit are, he says: 

lights 

action 

color 

motivation 

dramatization 

impact. 

In his opinion the acquisition of 
blank space for an exhibit is no dif- 
ferent from buying space in a news- 
paper. Once you've bought it, it’s 
what you do with it that counts. 


> Apart from the exhibit itself, one 
common failure of exhibitors is 
planning for manning the booth, 


and training of personnel selected 
for such duty. When personnel 
linger in the back of the exhibit, 
talk to each other, sit around, or 
read, the public just walks by. 
“The fish are in the stream, but 
the fishermen aren't fishing,’ says 
Mr. Kraatz. To do business, exhibit 
personnel must be on their feet, at 
the front of the exhibit where they 
can be seen, eager to talk to the 
public, and distribute literature. 


> An exhibitor in this year’s show 
is cited as an example. The exhibit 
had all the elements of showman- 
ship, but the man in the exhibit sat 
there reading. At the end of the first 
day he came into the show office 
complaining he hadn’t sold a thing. 
Told he shouldn’t read, and advised 
to be up front and available to the 
public, he operated in that fashion 
the second day. At the end of that 
day he had made a number of sales, 
including one for $6,000 which in 
itself covered cost of participation 
in the show. 


> Another factor that can minimize 
results is expecting personnel to 
work an 11-hour day without extra 
compensation or commission. Mr. 
Kraatz says meeting the public is 
hard work and shifts should be not 
longer than three to four hours. 


Over this period a man can sustain 
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@ U. S. Pat. 


CLAREPORT. 
REPORT COVERS 


WITH THE TRANSPARENT FRONT 
make a “show window” for more effective 
presentations, reports, catalogs, surveys, etc. 

Clareport Regular has a clear acetate front 
and a back of Strathmore Beav Brilliant cover 
stock in 9 smart colors. Free sample on request. 

Clareport Deluxe has heavier acetate front 
with rugged simulated leather back in 6 smart 
colors. Sample folder 75c. 

Both hold 11” x 81/2" sheets (special sizes 
to order). Send for Price List now! 

* Belford specializes in stock and custom- 
mace easel and presentation binders. Your 
problem solved quickly and inexpensively. 

Write Dept. A-257 — or Tel. Plaza 7-5950 


tL his Tile 


Creative 


2480917 


Binders for rtising & Selling 


317 West 47th Street, New York 36, N. Y 


TEL-A-STORY COMMANDS 
ATTENTION! 


Gives Your Product 
A Colorful 


Moving Message 
That Sells 


DRAWS CONVENTION 
CROWDS... 

PEPS UP POINT 

OF SALE . 


The Tel-A-Story 
Automatic Projector 
re will sell your prod- 
STIMULATES SALES uct using twelve 
MEETINGS 35mm or 2” x 2” 

square transparen- 


cies on a 156 sq. in, picture screen. 
Copy changes automatically every six 
seconds. Economical to own and use. 
Ideal for any type product or service. 


Write Dept. A 
for illustrated brochure 
and prices 


ae 0 aL te 


523 Main Street, lowa 


i FW WATERLESS 
Permanent fype, tough ‘‘Vinyl’’ applied in 
seconds without wane. Saves labor; no 
curling in storage. MADE TO YOUR 
SPECIFICATIO $ ‘ lettering, num- 
bers, your trademark. Send now for FREE 
SAMPLES an estimate. 


SCREEN PROCESS 
P, O. BOX 948, 


Davenport, 





PRINTING CO. 
WICHITA 1, KANSAS 


AR Reaches Out 


to more advertising 
other publication. If you sell advertising 
Services, equipment or supplies to of 


through agencies 
. For You 


AR is All Right.. 


agencies than any 
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alertness and aggressiveness, 
beyond that he cannot. 

Often when salesmen or distribu- 
tors are asked to work in exhibits 
they want to know, “What’s in it for 

me?” They can be persuaded to be 
on their toes if it is pointed out that 
a prime objective is to register pros- 
pects, and that while they might be 
taking leads for someone else, when 
they are not there someone will be 
doing the same for them. 

Mr. Kraatz says leads are impor- 
tant to an exhibitor. They represent 
valuable information and are worth 
money because they qualify the 
cream of the prospects and separate 
them from the mass market. This 
makes follow-up of show leads im- 
portant and productive. 


but 


> Because the Los Angeles 
Show stands or falls on the success 
of exhibitors, special courses are 
offered to show how exhibitors can 
convert the crowds streaming past 
their booth into customers. Sugges- 
tions are made as to how booths can 
be designed for action through 
lighting and colors, and the use of 
merchandising gimmicks. 

Recognizing that many potential 
or actual exhibitors in a show may 
feel their product or service does 
not lend itself to dramatization and 
showmanship, Mr. Kraatz cites 
these actual examples of what can 
be done. “Ideas come 
questions, not new 
says. 


Home 


from new 
” 
answers,” he 


e Plastic Swimming Pool . . . These 
pools sell for several hundred dol- 


Cinderella’s Coach 


The use of a coach-and-six, 


lars, much less than a conventional 
pool. They are designed for swim- 
ming, but getting people to. accept 
this is difficult. To dramatize the 
fact you can swim in them, a local 
AAU swimming group was used to 
stage demonstrations of tandem 
swimming and water ballets. Sales 
results were very good. 


e Plastic Screen ... This is a new 
type of screen which is claimed to 
have a strength equal to or greater 
than copper and other metals used 
for screens. However, people are 
not easily convinced the claim is 
believable. To dramatize the claim, 
a 10-pound steel ball was contin- 
uously raised and dropped on the 
screen. 


e Plastering Association . . . There’s 
nothing exciting about plastering, 
but the industry is in a hot com- 
petitive fight with other materials 
for wall finish. A full-size playhouse 
was built with a lath and plaster 
finish. This was exhibited and the 
public was asked to name it. The 
winner got the playhouse. 


e House Builder ... Having a new 
and standard design, the builder 
called it the “Cinderella House.” 
A “Cinderella” was chosen, who was 
then driven to the house in a coach 
with all the trappings of the story- 
book character. This made good 
copy and pictures for publicity 
which was widespread. The result 
was throngs of people at all times 
in the house on the Home Show 
grounds. 

In a period when building was 


with uniformed attendants, 


dramatized this outdoor exhibit of a model house. The stunt gathered an imposing 


amount of newspaper and television coverage. 
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slow, the builder sold out one sub- 
division, is starting another of 5,500 
units, has sold the idea to builders 
in other areas. These successes are 
attributed to the interest created 
originally at the show. 


e Plumbing Association .. . In ad- 
dition to getting leads for its mem- 
bers, the group was conscious that 
its public relations could be im- 
proved. It was decided to hook on to 
“Operation Home Improvement,” a 
national activity. This called for 
having information about what can 
be done in the way of home im- 
provement and how it can be 
financed. A local bank agreed to 
send one of its vice-presidents, who 
sat in the exhibit and answered 
questions about how much could be 
borrowed for home improvements 
and how to go about it. 

To get leads and focus attention 
on bathroom fixtures, a contest was 
held. This was based on setting up 
shower stalls, from which, periodi- 
cally, water was run for 30 seconds. 
Entrants in the contest were asked 
to guess how much water would run 
through the showers over the 11- 
day period of the show. From this 
60,000 names, addresses and other 
information were collected. 


@ Music Company . . . This com- 
pany was selling a chord-type 
organ, easy to play and relatively 
low-priced—$1,300. It was felt that 
to have someone playing an organ 
would not get across the idea the 
organ is easy to play. The public 
would say, “Sure, it’s easy for him, 
he’s a professional.” The first step 
was to get a nine-year-old blind 
boy to take the necessary instruc- 
tions at the show, to demonstrate 
he could play the organ. 

To back up the claim that anyone 
from 5 to 70 years old could learn, 
a battery of organs was set up and 
the public invited to try them. Ex- 
hibit personnel offered basic in- 
structions. A total of 61 of the 
$1,300 organs were sold during the 
show. 


@ Helicopters . . . A company 
wanted to exhibit, although the 
show management questioned the 
value of an exhibit. The helicopter 
manufacturer went in with the 
thought of doing no more than a 
public relations job. The helicopter 
was shown in an area outside the 
exhibit auditorium. After the first 
day the man in the exhibit came to 
Mr. Kraatz and said, “You know if I 
could do something for action I be- 
lieve I could sell helicopters.” The 
suggestion was made that he oper- 
ate the helicopter to hover just 
above the ground. Interested people 
could get in and get an idea of the 





controls. This was done and seven 


helicopters were sold at $38,000 
each. 
© Paint Company . . . The question 


was how to show its numerous 
decorator colors in a manner that 
would attract attention. This was 
achieved by painting the color on 
panels which were then put to- 
gether by the same principle uti- 
lized for the familiar children’s toy 
in which the panels turn contin- 
uously as long as they are handled. 
(If the explanation isn’t clear, and 
I'm not sure it is, the toy is called 
“Click-Clack Blocks”) 


® Contour Chairs These are 
usually sold as comfortable, restful, 
healthful. After a test in 1955, the 
1956 show exhibit consisted solely 
of some 40 chairs. They were lo- 
cated at a point reached after peo- 
ple had gone through most of the 
show and where many could be 
expected to be tired. So when they 
reached the exhibit they were in- 
vited to use any of the chairs to 
rest as long as they wished, with 
the assurance they would not be 
bothered by salesmen. In one day, 
14 of the chairs were sold at a price 
of $269. 


® Roofing . . . The manufacturer of 
a new composition roofing, lower in 
price than competitive types of 


roofing, faced the problem that peo- 
ple thought it cost less because it 
was “cheap” construction. This was 
solved by showing the five mate- 
rials used for the composition roof 
under glass, with explanations 
pointing out that each of the mate- 
rials is of top quality and strength. 


e Associated General Contractors 
: Members build hospitals, 
schools, and highways. They had 
nothing to sell at the show, but are 
aware that influential people will be 
among the quarter-million at the 
show. The objective was to sell the 
skill, integrity and responsibility of 
the general contractor. 





Institutional 


Dignified 
nothing specific to sell except a repu- 
tation, this exhibitor used an impressive 
bronze door. 


Having 








Color and Animation . 
principle of a children’s toy, this mys- 
terious and ever-changing centerpiece 
attracted continuous attention. 


. Borrowing the 


This theme was projected by 
means of an exhibit showing the 
“Door of Life,’ a massive bronze 
door representing the life work of 
several Italians. 


© Barbecue Barbecues are 
hardly news in California. They are 
so familiar they offered little oppor- 
tunity for dramatization. But there 
is a solar barbecue. It is impractical 
for public use but nevertheless it 
does exist. The exhibit of the solar 
barbecue was widely publicized and 
attracted large crowds who were 
then exposed to a sales approach. 


>’ Other examples of showmanship 
were abundant at the show. Those 
described were chosen to show that 
any type of product has something 
that can be dramatized through 
showmanship. 

The Los Angeles Home Show fol- 
lowed the same principles in pro- 
motion of the show. The theme, 
“Biggest of "Em All,” was adver- 
tised and publicized in newspapers, 
radio, television and on outdoor 
boards. Nearly $25,000 was spent 
for bunting, drapes and other dec- 
orations about the Pan Pacific Au- 
ditorium where the show was held. 

Clowns gave free favors to chil- 
dren, including 38,000 free balloons. 
A daily free stage show was put on, 
featuring Frankie Laine, the Mills 
Brothers, Paul Gilbert, the Wilder 
Brothers, Moro-Landis Dancers and 
Will Osborne’s 24-piece orchestra. 
Fashion shows were held 
hour. There were also 
pageants and beauty clinics. 


every 
beauty 


The total showmanship had a Las 
Vegas-like effect on Paul Gilbert, 
star comedian of the stage show. 
After wandering through the ex- 
hibits and purchasing an automatic 
door, air conditioners, furniture and 
appliances at a total cost of $4,000, 
he finally remarked, “If this show 
lasted two more days I’d have gone 
broke.” q¢ 
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PROBLEMS? EVERY SALES PRO- 
GRAM HAS THEM ... SUPPLYING 
ANSWERS IS OUR BUSINESS 


We're specialists in thinking 
up, designing and producing 
unusually effective sales pro- 
motion aids—with special 
emphasis on POP materials 
brilliantly printed on crystal- 
clear Acetate. Here’s a recent 


GET ’EM UP! 
Prominent identification of 
retail outlets is important to 
LEONARD HOME APPLI- 
ANCES. Storekeepers often 
balk at pasting ordinary 
— signs or decals on 
windows or doors—but they 
welcome these 9” x 18” “see- 
thru” signs, by SELL-PRINT, 
with the strong, easily visible 


lettering floating on the per-~ 


fectly transparent Acetate 
background .. . and built-in 
press-on adhesive for “easy- 
up” placing. We help ease 
distribution, too, by collating 
a Dealer Instruction Sheet 
with 3 signs in a mailing tube, 
returning complete units to 
LEONARD for mailing. 


@ These are only a few 
of SELL-PRINT’s at- 
tractive, practical sales 
promotion tools de- 
veloped for and sup- 

lied to leading mar- 

eters everywhere. Ask 
for samples; and tell 
us your problem—odds 
are we can help. Write 
us today! 


Seit-Paintinc. 


612 N. MICHIGAN AVE., 
CHICAGO 11, ILLINOIS 
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| Telecast Takes Viewers 


| From Design to Roses 


| A novel highlight of this year’s 


| telecast of the Tournament of Roses 
was the “behind-the-scenes” show- 
ing by sponsor, Quaker Oats Co., 
| Chicago, of the creation of a float 
from start to finish. 
The “birth of a float” feature had 
been filmed previously, and when 


| shown in conjunction with the live 


telecast of the Parade, took the 


| viewers from the original ideas and 


sketches of the designer, through 
the assembly of the mammoth steel 
frame, to the placing of the thou- 
sands of fresh flowers on the frame- 
work. 

Theme of the 1957 parade was 
“Famous First in Flowers,” and ap- 
proximately 60 floats — including 
one belonging to the Quaker Oats 
Co. — vied for prize awards on the 
basis of beauty, design, and illustra- 
tion of the Parade’s theme. 44 


Dial Advises Exhibitor 
In Choice of Shows 


A dial designed to aid prospective 
exhibitors in the choice of the most 
appropriate expositions for their 
products or services has been re- 
leased by Clapp & Poliak Inc., New 
York. 

Called the “Show Dial,” the en- 
tire unit is approximately 8x11” in 
size with the movable dial section 
in the center. The dial lists six cate- 


| gories of products such as “packag- 


ing,’ materials handling equipment, 
and so on. 

The exhibitor is aided in his 
choice of a show by the clearcut in- 
formation on the unit. Using a series 
of arrows pointing to the movable 
type that is “dialed” into place, 
copy reads: “If this is your market, 
and these are your prospects, then 
this is your show!” 

For each show, as the dial is 
turned, the total attendance is 
printed from an audit of the last 
showing, and also the types of pro- 


fessions or businesses represented in 


the audience. 
The back of the dial unit is a 


| blank calender on which managers 


may list show dates, when installa- 
tion begins, show hours, and order- 
ing information for facilities and 


labor. 


. «+ for more details circle 605, page 97 


Beer, Beauties and Truck 
Featured in Unusual Show 


The combination of a brewery 
with a new brew, a hot summer 
day, and an inquiring reporter from 
the Journal-Star, resulted in the 


New Brew Show . . . When a Peoria 
man told an inquiring reporter he wanted 
to swim in a tank of beer during a hot 
day, Pabst Brewery granted his wish 
and launched its new “Old Tap’ brew 
at the same time. 


“coolest” exhibit in Peoria, Ill. 

The action started when the in- 
quiring reporter asked townspeople 
“What would you like best to do 
on a hot day?” and received an 
answer from one man — evidently 
more honest than the rest — “swim 
in a tank of beer.” 

This “beer bath” idea struck a 
responsive chord with the local 
Pabst brewery since the company 
had been looking for a way to in- 
troduce its new Eastside “Old Tap” 
Lager. 

With plenty of beer, bathing 
beauties and posters already on 
hand for the launching of the new 
brew, Pabst needed only the swim- 
ming tank. This was provided in the 
form of a 35-ton, B Tournapull 
Rear Dump-Truck that held 5,000 
gallons of beer. 

So, with bathing beauties ar- 
ranged in a decorative row on top 
of the truck, and the swimmer pad- 
dling happily in the rear, Pabst 
launched its newest offering, the 
swimmer got his wish, and Peoria 
never saw so much beer before in 
one place! a4 


ONIZITAIGA 


Miss Jones, could | influence you in 
any way to proofread these copy- 
sheets tonight? 





Suweyig 
OWLY 339 SHOPPING DAYS TO CHRISTMAS 


Christmas, 1956, is gone and is, we hope, a fond and pleasant memory. But here 
at AR, we have started looking ahead to Christmas, 1957, and you play an 
important role in our plans. 


We need your help in conducting our annual survey of the Christmas gift habits 
of American business. Before this last Christmas is nothing but a date on a 
calendar, before you have forgotten the joys and the problems, would you please 
take the minute or two that is needed to answer the questionnaire printed on 
the perforated, postage-free card? 


If you feel like expanding on your answer, or making additional comments, 
please go right ahead. If we haven't left you enough room, write us a letter. 


And please be with us when the results of the survey, which we have compiled 
with your help, are published in our September issue. And now for the questionnaire. 


@ In 1956 our company gave gifts to @ Care to make any comments about Christmas gift giving? 
Employes [] Customers []) Prospects [] Nobody (J 
© How about 1955? Did you give gifts to 
Employes [] Customers [] Prospects [] Nobody [) 
@ Compared to 1955, this year did you 
spend more [] less [) the same [] 
© How many gifts did you send out? ........ 
What was the average price? 
© Does everybody on your list get the same gift? 
Yes 2 
@ In what month did you select your gift(s)? 
When did you order? ® To help us analyze the replies, would you give us some 


: 1009 oe _ information about you and your company? Which of 
@ Where do you send business gifts? Office [] Home [) these describes you best? Adv. Mgr. () Sales Mor. D 


@ Were your gifts this year more numerous or more expen- PR Dir. 0 O 
sive than last? Less? e Is your company a retailer (] manufacturer () 
@ Look back at the gifts that came to you. Which items did ad agency Q ______+- 


you appreciate the most? @ We employ under 50 people [) 50-100 (1) 100-500 (0 
The least? Over 500 (1 


Adv. Mgr. Sales Mgr. PR Dir. Top Mgmt. 
chose the type of gift? . 
ri WO MU ok cy cee peels oc uee ee 
Who chose the supplier? .......... 
Who placed the order? . ‘ 
Whose budget was charged? ...... 
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Will You Give us 


a Few Minutes 


of Your Time? 





The other side of this card contains some information about our 
popular annual report on business gift giving at Christmas. 


Now. before it slips your mind, will you turn to the other side of 
this insert, and answer the simple questions on the postage-free 
return card? Thank you for your cooperation. 





Editorial Dept. 

ADVERTISING REQUIREMENTS 
200 East Illinois St., 

Chicago 11, Ill. 
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it'sa Woman's 
magazine! 


It’sa Home Service : 
magazine! 


It’sa Food 
magazine! 


it’sa Building 
magazine! 


:[t’sa@ Mass Circulation: 
magazine! 


It'sa Specialized 
magazine! 


Before distributing the findings of a thorough and thoroughly promoted 


survey, Better Homes & Gardens ran a special contest for admen. 


Here's how it built advanced interest in their study of readership. 


By R. J. Tiernan 

Manager, Sales Prom. & Merchandising 
Better Homes & Gardens 

Des Moines, lowa 


When worldly ad men in a frank- 
ly commercial contest tell you this 
about your magazine, “. . . somehow 
you know me, understand me and 
accept me as an individual,’ you 
know you're on the right track. You 
know that somehow, somewhere be- 
yond the magazine and your sales 
staff you have a sales force of be- 
lievers. And even though you've 
sold the magazine for years, you 
understand the “somewhere and the 
somehow” better. 

This is why the results of the 
Better Homes & Gardens “It’sa 
Contest,” for national advertisers 
and advertising agency people only, 
were gratifying and enlightening to 
us at Meredith’s. In terms of quan- 
tity and quality of entries, we were 
entirely satisfied. From the begin- 
ning, we were very much aware 
that we were working with a “small 
universe” inhabited by people who 
were concerned with national ad- 
vertising. 

The contest was not easy. The 


stakes were high. We wanted ad- 
vertising people thinking, reasoning, 
studying and evaluating BH&G. 
“What is Better Homes & Gardens?” 
we asked. “What does it do for its 
advertisers? Its readers?” For 120 
prizes totaling $10,000 in merchan- 
dise from the pages of BH&G, thou- 
sands of men and women — copy- 
writers up to top executives — 
answered, “It’sa e 


> With the help of our advertising 
agency, J. Walter Thompson, we 
launched the “It’sa Contest” with 
two objectives in mind. One was to 
“condition” advertisers and agency 
people for the soon-to-be released 
“12-Months’ Study of Better Homes 
& Gardens Readers” made by Al- 
fred Politz Research Inc. We knew 
these figures, scheduled for release 
in May 1956, were big. The study 
itself was big some sections 
were revolutionary in the field of 
media research. To use it with max- 
imum effectiveness we wanted re- 
ceptive advertising minds, minds 
which had been through the book 
recently, minds who could say to 
the research report, “This, I thought 
out myself, last month.” 


The contest announcement spread 
which appeared in Advertising Age, 
March 19, visualized the second ob- 
jective. Examining a giant elephant 
which represented BH&G, were 
cartooned six blindfolded men-in- 
flannel saying, “It’sa food . . . home 
service . . . building . . . mass cir- 
culation ... woman’s.. . specialized 
magazine.” The parallel to the par- 
able is obvious. We wanted to 
smash the misconception that BH&G 
is a specialized magazine; we 
wanted them to sit down, chew the 
facts over and tell us that BH&G 
is a whole, well-rounded animal. 

Though the generation of good 
will, per se, was not among our pri- 
mary objectives, we felt it would be 
a natural outgrowth of a com- 
petently handled contest . . . and 
enthusiasm for Better Homes & 
Gardens created by the contest has 
continued beyond the closing date, 
May 15. 


> Ad men, pleased by the handsome 
7x9” gift ashtray sent to all en- 
trants, took time to put their cre- 
ativity into thank you notes. The 
ashtray, carrying a fired-in repro- 
duction of the giant elephant, was 
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Rita 
our specialty 
e MAGAZINES 
e CATALOGS 
e BOOKLETS 
e FOLDERS 


&® Mail sample for Quotation or 
Phone us to Call 


Sersen’s Ph. a 
Imprinting, Inc. 


120 South Sangamon St. 
Chicago 7 


. the only paper 


type mounted on a compact wooden 
type holder for easy use. 
SET EVERYTHING 
Anyone can set headlines and body text for 
ads, printed pieces of all kinds. 
QUICKER, EASIER 
Aligns automatically to straight edge, tabs 
overlap allowi special spacing for special 
letter combination; no opaquing between 
letters required. 
COSTS LESS 
Each stick contains up to 62 different char- 
acters in pads of 50 each 
—3000 characters in all. 


COMPLETE FONTS 
$2.50 to $12.50 


WRITE FOR 
i CATALOG Showing 
* 300 Type Faces 
PRESTO PROCESS CoO. 


183 St. Paul St., Rochester, N.Y. Room 202A 


Advertising % 
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| going a lot farther . . 


| page 


not the usual type of contest give- 
away. Ours was an ambitious con- 
test . . . a prestige appeal. We at- 
tempted to buy ashtrays_ that 
matched the mood. They now dec- 
orate many an adman’s home. “Too 
good for the office” . “My wife 
spotted it and carted it home”... 
“Where can I get another?” We 
found we were right in stripping 
the elephant of his ceremonial 
BH&G trappings for use on the tray. 
Without the commercial, this sym- 
bol of Better Homes & Gardens is 
. and many of 
them have gone home. 

Our patient elephant and his six 
tormentors appeared in a total of 
four national business magazines. 


The double-page opening spread, 


breaking around March 19, was fol- 
lowed by three single-page ads in 
Advertising Age and Tide. Printer’s 
Ink and Sales Management carried 
the opening spread and two subse- 
quent single page ads. The April 
issues of Western Advertising and 
Southern Advertising each carried a 
page. 


> “Ever hear the one about the ele- 
phant and the six blindmen?” A 
letter with this heading and a re- 


| print of the March opening spread 


spearheaded the direct mail promo- 
tion to our complimentary list of 
10,000. At the same time a four- 
“tip-sheet,” containing facts, 
figures and quotes on BH&G, was 
prepared and made available to 


| salesmen for personalized mailings. 


A selected list of executives 
among advertisers and potential ad- 


| vertisers received a reprint of the 
| follow-up ad and a straight 
the-fun-and-pick-up-$3,000” pitch. 


“join- 


| > Recognizing the influence wielded 
| by certain “Gal Fridays,” 


we sent a 
letter in shorthand to the secretaries 


| of those on the comp list a few 
| weeks before the contest closing 


date. The letter, from the secretary 


| to Advertising Director Karyl Van, 


Pei wt ha. 
 .."" 
ow 2. -—3 


4956 


urged the gals to remind the boss to 
send his entry. All secretaries on 
the list received the same attractive 
gift ashtray . . . and our salesmen 
have been receiving warm recep- 
tions in outer offices since. 

Contest routine was mapped out 
by J. Walter Thompson and the ad- 
vertising promotion staff of Better 
Homes & Gardens. The agency cre- 
ated the contest, prepared and 
placed the business magazine ad- 
vertising and ordered reprints of 
the announcements. The BH&G 
sales promotion section wrote and 
handled the promotional mailings 
and arranged for distribution of the 
gift ashtrays. 

Entries and requests for informa- 
tion were acknowledged immediate- 
ly from Des Moines. 


> Winners, whose entries were 
judged on the basis of aptness, 
penetration and interest, were noti- 
fied by wire from Des Moines, June 
4. With the notification went in- 
structions on prize selection from 
the advertising pages of BH&G ... 
to us, another way to encourage 
them to “shop” the magazine. 

A list, announcing the winners 
of the $3,000, the $1,000, the three 
$500, the fifteen $100, the twenty 
$50, and the eighty $25 prizes, was 
sent to all entrants. Included with 
this list, which did not match win- 
ners with their entries in accord- 
ance with the guarantee made in 
the contest announcement, was a 
letter from Meredith’s advertising 
director. “The number and quality 
of the entries exceeded our fondest 
dreams our sincere thanks 
to the many of you who entered 
and for the spirit with which you 
prepared your entry.” A postscript 
made the first mention of the major 
research study soon to be shown. 

As a result of this competition, 
when we began to send out the re- 
sults of our study, we found under- 
standing and acceptance to a degree 
we hadn’t thought possible. After 
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. This tantalizing message was sent out to the secretaries of admen, 


asking them to remind their bosses to get their entries in. A souvenir ashtray was the 
girls’ reward for reporting the reminder to BH&G. 
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Gift for Entrants . This handsome 
pink elephant, picked up from the an- 
nouncement, but without the logotype, 
was sent to each entrant, and now 
graces the home of many an adman. 


all, we’ve plenty of sharp advertis- 
ing minds to deal with, minds who 
have had media research thrown at 
them from every conceivable angle. 
They aren’t too willing to believe 
just any study, and we are grateful 
for that. 

The Politz study was a tremen- 
dous one, and although none of the 
contestants had seen its results, 
point after point was brought up in 
the entries. For example, Politz 
found that 44,150,000 people read 
one or more issues of BH&G, and 
just more than half of the entries 
talked bigness. Action, family inter- 
est, selectivity, were all points made 
by the study and described in a 
sizable proportion of the contest en- 
tries. The contest succeeded in 
bringing out the study’s main points 
before, not after, we began to re- 
lease them. It prepared the way, 
and built the acceptability of our 
study when the presentation was 
made. 


> For the initial presentation, a pro- 
motion filmstrip, “Ad Infinitum,” 
has been prepared. In its first six 
months, nearly 5,000 advertisers and 
agency people have seen it. All of 
our branch offices have projectors 
and prints, and set up showings 
within their territories. 

The filmstrip is packed with sta- 
tistics, although the treatment is 
light and sophisticated. We have 
found that the cartooned touch adds 
enjoyment to the educational as- 
pects of the film. 


>’ The whole promotion has empha- 
sized quality. Take, for example, 
what we have called “A Year in the 
Better Homes of America,” the 
piece in our campaign that is getting 
the most intensive use. It covers the 
highlights of the study in a narra- 
tive, promotional style. While it 
does not delve deeply into the tech- 
nical side of the study, an appendix 
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MEYERCORD — 


for Miller Brewing Co. 


gw You'll see this distinctively designed store window valance 
everywhere famed Miller High Life beer is sold and purveyed. The 
Meyercord Co. is proud indeed to have been chosen to produce 

this outstanding decal valance. The industrial design firm of 
Brooks-Stevens Associates was commissioned by Miller to design a 
valance that would truly reflect the fine quality and reputation of 

the company’s brew product . . . a valance that would tie in closely 
with Miller’s national advertising program. The designers worked 
in cooperation with Meyercord artists and production people— 

and the attractive valance pictured above is the result of this close 
collaboration. Colors are gold, red and blue, with subtle fluting in 
white and gray. The valance is adaptable to any size or shape 
window ... and the trade-mark units may also be used as window 

or door spot signs. If your product is widely sold through retail 
channels, we invite you to learn the advantages of a Meyercord Decal 
Window Valance Program. No obligation . . . just drop us a line. 


FREE—May we send you the Meyercord 
full color ADvisor Decal Sign Manual? 


The point-of-sale is all important in your advertising ad 
marketing program. Make certain the consumer's decision is in the 
direction of your product. Meyercord Decal Spot Signs and 
Valances do the job best . . . let us show you how and why. 
Ask for the Meyercord full color ADvisor Manual. It's FREE! 


DEPT. D-207 


THE MEYERCORD CO. 
OLD DIO Le Lay 


covers basic techniques in pretty 
specific terms. Other materials, of 
course, are more complete. 

Our thinking behind the layout 
and typography of this book will 


5323 WEST LAKE STREET 
CHICAGO 44, ILLINOIS 
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Self-Liquidators 
meta | 


make balloon 
inflating 
easy. 


Contain Qualatex 

balloons in assorted 

sizes and colors. On retail 
counters at $1.00 each. 


5 
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help children 
develop coordination and creative 


talents. On retail counters at 
$1.25 each. 


Write today for complete infor- 
mation on these and other pre- 
miums available from: 


ste PIONEER east Company 


410 Tiffin Road, Willard, Ohio 
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spell out the way we approached 
the entire promotion. The size of 
the book — 13%4x18%4” — is one of 
the few ways in which we shouted 
about the study. Yet this was de- 
liberately chosen as a fairly un- 
obtrusive way to say, “This is a 
milestone in media research.” The 
simple cover design and the inside 
page layout make up a study in 
taste and in dominance of story 
over art. We felt no need to jazz up 
our telling. Had we played for the 
spectacular, we would have jeop- 
ardized believability. 

The text type, Schoolbook, was 
chosen for its readability. We used 
Bodoni 275 and 375 for display type, 
with large page numbers to let the 
basic elements of the pages do the 
dressing up. 

We used raw, bright colors for 
numerals and for charts, and felt we 
were safe in being this striking. 
They were important, they were the 
real story, and the size of the book 
enabled us to keep the raw colors 
far away from the four-color work. 
The colors, of course, loosened up 
the book. 

Another technique that helped to 
loosen up the pages was setting the 
body copy flush left only. Leaving 
the right side of the type body 
ragged maintained basic dignity 
without risking harshness. 

The book was printed by letter- 
press, using four-color illustrations 
from the magazine, and taking ad- 
vantage of plates already available. 
The initial run was 7,500, distrib- 
uted mostly to advertisers and 
agency people. 


> This volume, of course, touched 
only the highlights of the study. To 
give the complete data, and to reach 
marketing directors, educators, and 
the research-minded in general, we 
needed another volume, and we 
prepared “A 12-Months’ Study of 
Better Homes & Gardens Readers.” 

The utilitarian purpose of this 
volume dictated offset for its pro- 
duction. A run of 5,000 was pro- 
duced. A second color was used 
where needed to clarify chart ma- 
terial, to serve as chapter dividers 
or just to brighten up a page. 

Since the two books were fre- 
quently sent out together, the tech- 
nical report was casebound in the 
same green cloth. It measured 
10x12”. The pages themselves, 12” 
shorter in each dimension, were 
bound with a plastic comb, and had 
a bristol flap as the last page. This 
tucked into a pocket on the last half 
of the stiff cover. 


> To promote the use of the survey 
as a teaching tool, we had a study 
guide prepared by Prof. D. B. Lu- 
cas, chairman of the department of 
marketing, School of Commerce, 
New York University. The study 
and the guide will be used as a 
model of survey techniques in uni- 
versities throughout the country. 
Much material from the study re- 
mains in the raw stage. We felt it 
imperative to release the research 
book along with the marketing 
book. The remaining material is 
being released as rapidly as it can 
be worked into usable form. These 
supplements are being prepared in 


Entries took all forms, including limericks, ballads and odes, and the 


following example of vers libre. 


It’s A Family Elevator 


What is Better Homes & Gardens to consumer, client, trade? 

To the debutante (and also to her upstairs maid) ? 

Well, it seems to me that sooner, now, or later — probably later — 
Everyone will chorus: It’s a family elevator! 


Something new, 
Quite true, 
In the elevator line, 


But newness is the hallmark of the Better Homes design! 
It obviously elevates to higher plateaus 
By every possible standard of readership, buymanship, buywomanship, 


test! 


A vehicle that merits some sort of additional loving cup 

As the only elevator that most of the time goes only one way: UP. 

In fact, the only time it ever goes down 

Is when it gets down to brass tacks about things like fixing platters, 
mixing batters, shaving doors, paving floors, and practical matters 
of that type — and then it really goes to town! 

This elevator also, we should point out, is expandable 

Because among readers, subscribers, and advertisers it is more-and- 


more-in-demandable. 


In fact, this elevator is such a pre-requisite prop of family pride 
That more and more advertisers are delighted to abandon their Model-T 
(for trite and tiresome) plans and hitch a ride. 
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Cartoon Treatment . . . The heavy sta- 


tistics were lightened in the filmstrip, 
done in full-color and 
which 


in a_ playful 


manner nevertheless made _ its 


points. 


the same format as the research 
book. Six have been released to 
date, and more are on the way. 


> To give the viewers of the film 
something to take away with them, 
and to answer requests for infor- 
mation from people who are not our 
immediate target, we have prepared 
a four-page brochure. This is really 
boiled down, including just the 
highlights of the highlights. 

To meet the situations where it 
just isn’t practical or necessary to 
use a filmstrip, we have prepared a 
silk-screened card_ presentation, 
which each of our 34 salesmen 
carries. 


> Just in case we have missed any- 
body, and with the more serious 
motive of keeping the study and our 
name before potential advertisers, 
we are running a series of ads, both 
in advertising publications and in 
vertical magazines that reach our 
main advertisers. The style in these 
is light and modern, geared to the 
executive reader. 


> We feel that the study, and the 
promotion that has been built on it, 
has achieved its objectives for us, 
and has gone far beyond them. To 
quote Prof. Lucas’ study guide, 
“The basic research approach, the 
size of the survey and the auspices 
under which it was conducted may 
prove as significant in the develop- 
ment of techniques as in the promo- 
tion of the sponsoring magazine.” 44 


Meet the Pickle Pin... 


The Heinz Symbol has 
Worked for 63 Years 


Most users of premiums figure 
that one selling season is about all 
a single premium can take. Give it 
a big push, back it with a heavy 
schedule of ads and point-of-pur- 
chase aids, and then let it go, seems 
to be the motto. In these circles, it 
is almost heresy to suggest that a 
premium be used for a second sell- 
ing season. 

Yet there is one company that has 
stuck to one premium for more 
than 60 years, and is still using it 
with no plans for change. This is 
the H. J. Heinz Co., with its-famous 
pickle pin. While almost every adult 
is familiar with the little green pin, 
few realize that it started as long 
ago as 1893! 

It was first devised for the Chi- 
cago World’s Fair of that year. The 
Heinz exhibit was in a hall devoted 
to the food industries, but was as- 
signed space on the second floor. 
Then, as now, there was consider- 
able feeling about the effect of lo- 
cation on traffic. Although this 
argument has never been satis- 
factorily concluded, Heinz was dis- 
appointed in the play its upstairs 
exhibit was getting. 


>H. J. Heinz, the founder, and 
a shrewd advertising and merchan- 
dizing man, conceived the idea of 
having blanks, which somewhat re- 
sembled coins, printed. He scattered 
these on the first floor, and natural- 
ly enough, they were picked up. 
The avid visitor found a message: 
“Visit the Heinz display on the sec- 
ond floor of this building and re- 
ceive a souvenir.” 

It had the desired result; traffic 
to the Heinz display increased. The 
souvenir was the little green pickle 
pin, in its debut as a giveaway. Ever 
since, it has been given away on all 
possible occasions by Heinz, until 
today, the company estimates, more 
than 63,000,000 have been distrib- 
uted. 


> The uses of the pins have been so 
varied that even the Heinz organ- 
ization has been unable to keep 
track of the ways which have been 
devised. But here are 
them: 


some of 


e As a standard giveaway at food 
and medical conventions. 


e To visitors to the plant in Pitts- 


burgh. 


e As part of promotions in grocery 
stores — especially for pickles. 


e To pin identification badges on 
Heinz personnel at conventions. 


e Offered to youngsters who view 
the Heinz “Captain Gallant” show 
on tv. 


® Given to visitors to the Heinz 
Ocean Pier in Atlantic City during 
the many years of its operation. 


@ People have used Heinz labels for 
masquerade costumes, with the 
pickle pins as accents. 


e In answer to requests from vari- 
ous groups for grab-bag or other 
novelties. 


© To tie in with organizations 
which in some fashion or other are 
using the figures “57”. 


From time to time, there have 
been attempts to change the basic 
concept, but none have been suc- 
cessful. At the New York World’s 
Fair in 1938-39, charm bracelets 
were prepared, using smaller pick- 
les. These proved quite popular, but 
the company has not continued 
their release. 

The current pickle pins have a 
family resemblance to the early 
ones, but the shape has been altered 
from time to time. The material has 
also been changed. The original pins 
were made of plaster of paris. To- 
day, however, a plastic is used. 


> In 1933, Heinz exhibited at the 
Chicago World’s Fair, a Century of 
Progress. Again the company dis- 
tributed its pickle pins. That sum- 
mer, there arrived at the Pittsburgh 
office a small box with a pickle pin. 
Accompanying it was a letter which 
read, “I received the pickle pin 
which I am sending you at the 
World’s Fair in Chicago in 1893. I 
thought it might prove interesting 
to you because I was there again 
this year and received another.” 
And so, like death and taxes, the 
pickle pin goes on. Year after year, 
it is a popular giveaway. Sometimes 
there is a sudden and unpredictable 
demand. Just this spring, the com- 
pany ran out of stock, when re- 
quests for a million pins came 
through in no time flat. But still, in 
its seventh decade, the familiar 
green pin, America’s oldest active 
premium, is still going strong! 44 
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A SUPER PRESENTATION 
DESERVES A SUPER EASEL 


The correct type of easel can add much 
to the success of your presentation. 
Therefore, in making your plans, please 
don't overlook the all-important easel. 


ORAVISUAL EASELS are available in a 
variety of sizes and styles. All are 
made of light-weight and durable alu- 
minum. Some are portable for easy 
carrying, while others are designed for 
one-location use. 


Our new 28 page catalog will be 
mailed free 


when requested on your business lettterhead. 


ORAVISUAL COMPANY 


St. Petersburg 2, Fila. 


YOUR SALESMEN NEED 
HOME-OFFICE HELP? 
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Hard-selling 
visual presentations 
make their calls count 


The Chartmakers, Inc. 


COMPLETE VISUAL SERVICE 


VISUAL AIDS FOR: Holding a Meeting 
Lining up a Promotion ~ Selling a 
Product or Idea + Training Dealers or 


Employees - Interpreting Statistics 


480 LEXINGTON AVENUE, N.Y. 17 
MUrray Hill 8-2760 
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Chiquita Sings Again 
For ‘Bananabenefit’ 


Whether the banana ever fully 
recovered from the once popular 
tune “Yes, We Have No Bananas,” 
is hard to say but the fact remains 
that the United Fruit Co., through 
the appealing “Chiquita” has been 
bombarding the country with ba- 
nana tunes for some years now. 

The latest in the banana record 
roster features Rosemary June of 
the Perry Como Show as the cur- 
rent “Chiquita”. A 78 rpm record, 
it is being sent through the mail in 
a special folder. 

The folder itself describes an il- 
lustrated United Fruit’s new cam- 
paign in typical “bananaslanguage” 
that features such potent copy as 
“Eatabanana,” “Havabanana,” 
“Boostabanana,” etc. 

The campaign started on radio 
via “spots” in September, and tv 
coverage began in November. 
Newspaper and magazine ads fea- 
ture colorful cartoons and banana 
recipes to back up the “banana- 
tunes.” 44 


‘‘Sales-Booster’’ Booklets 
Available as Premiums 


For use as advertising “give- 
aways,” a new line of “Sales boost- 
er” booklets is now being offered 
by American Visuals Corp., New 
York. 

Available with company name 
and sales messages imprinted on 
them, these booklets can be used 
for direct mail solicitations, as 
“friend-making” premiums via 
counter or salesman contact, or as 
a “finder” when compiling a pros- 
pect list. 

The booklets cover a wide range 
of interest including among the 
titles: 


e The Story of The Olympics 
® Tax Savings for Homeowners 


@e Handy Guide for 
Babysitters 


Parents and 


® Your Money Manager 


All booklets are printed in two 
colors with illustrations and may be 
purchased on the basis of individual 
titles, or in a series consisting of 
one title a month to give continuity 
to the advertiser’s give-away pro- 
gram. 44 


Mustache Drawing Kit 
Aids Budding Artists 
If you’ve a longing to express 


yourself by drawing mustaches on 
pretty ladies in ads, but unsure of 


Art Revival . . . Handy Mustache Draw- 
ing Kit from the American Crayon Co. 
turn the amateur into a “‘pro”’ with in- 
structions for eight different types of 
mustache adornments. 


your artistic ability in this particu- 
lar field, you'll be interested in the 
Mustache Drawing Kit available 
from the American Crayon Co., 
Sandusky, O. 

Complete with a jumbo-size cray- 
on, the kit includes instructions for 
eight different types of mustaches 
from which the following have been 
chosen as the more popular: 


e The Walrus .. 
“German School.” 


. a product of the 


® Uncle Ben .. . beautiful in red. 


e The Handle Bar 
most any subject. 


.. . flattering to 


@e The Masterpiece . . . strictly a 
professional design not to be at- 
tempted by the amateur. 


While the American Crayon Co. 
feels that American mustache draw- 
ing (a dying art) should be en- 
couraged, the company takes a firm 
stand on where the mustaches 
should be drawn. 

The Mustache Kits, according to 
the company, should be used only 
in the privacy of one’s home, or — 
perhaps occasionally — on the pic- 
tures of political candidates. 

-.. for more details circle 601, page 97 


For Glamorous Mice? . . . Jeweled mouse- 
trap was developed by Koretz Ideas as 
unique desk clip for holding loose papers, 
bills, letters, etc. 





To tell a different technical story to a limited audience, and to pull 


varied interests together, Monsanto turned to a motion picture and 


found it did the job at a reasonable cost. 


Telling a dramatic story is one 
job. Pulling potential markets to- 
gether is another. Yet a hard-hit- 
ting, direct-selling motion picture 
has been able to do both jobs for 
the Organic Chemicals Division of 
Monsanto Chemical Co., St. Louis. 

Pydraul F-9, a fire resistant hy- 
draulic fluid, is a hard product to 
sell. It needs more than words on a 
printed page or a salesman’s verbal 
explanation to win new customers. 

“Pydraul F-9 is inherently dra- 
matic,” M. S. Chiles, product 
promotion manager, explained, “but 
by talking about it you just couldn’t 
get the drama into your story.” 


> For example, it is impossible, us- 
ing words alone, to dramatize the 
fire hazard in a plant where hy- 
draulic power is used near a source 
of intense heat. Only a movie could 
do that. 

It was impossible, too, to take a 
customer into another man’s plant 
and demonstrate to him just how 
Pydraul F-9 worked. Another job 
that only a movie could do. 

Nor was it easy to enlist the aid 
of safety personnel, of insurance 
and fire prevention people simply 


by giving them a booklet or a sales 
talk. It took dramatic selling in a 
film to convince them of the wis- 
dom of using Pydraul F-9. 

“We wanted to get all the ele- 
ments of our potential market to- 
gether,” said Mr. Chiles, “and if we 
had a movie, we knew we could in- 
vite our potential customers and the 
insurance and safety people, too. 
We would have a reason for getting 
them together.” 

As a final argument, a movie gave 
the salesmen a change of pace, and 
helped them to make calls more 
effective, yet without burdening 
them with a great deal of technical 
information. 


> Two plants were chosen as the 
setting of the 16mm film, which was 
entitled “Before Hydraulic Fires 
Start.” One, in Waukegan, IIL, 
had the largest installation of its 
kind and the other, in Pittsburgh, 
was a captive die-casting plant. 
Both plants had used Pydraul F-9 
for a long time, and were glad to 
be pictured in the film as progres- 
sive organizations, aware of the im- 
portance of using a fire-resistant 


hydraulic fluid. 


The film shows what can happen 
when operating without a fire-re- 
sistant fluid, using stock footage of 
actual factory fires. The handling of 
installations with Pydraul F-9 uses 
actual plant personnel to show plant 
operations. 

This film, which runs 12 minutes, 
is in black and white, in contrast 
to the 80% of Monsanto films which 
have been made in color. Monsanto 
likes to use color, but where it 
adds little or nothing to the real 
purpose of the film, the more eco- 
nomical black and white is used. 

“Before Hydraulic Fires Start” 
tells its story straightforwardly and 
factually, allowing the inherent 
drama of the subject to add its nat- 
ural excitement. Selling is done on 
a low pressure level. 

“We'd rather tell the facts,” said 
Mr. Chiles,” and have people make 
their own decisions about the im- 
portance of using our product.” 


> Keeping the film to only 12 min- 
utes prevents it from dragging at 
any point, and allows enough time 
following the showings for a full 
question and answer period. 

The film, which was released in 
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Better And Faster 
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BOARDMASTER VISUAL CONTROL 


~“» Gives Graphic Picture — Saves Time, Saves 
iy Money, Prevents Errors 

<> Simple to operate — Type or Write on 
we Cards, Snap in Grooves 

~“} Ideal for Production, Traffic, 
— Scheduling, Sales, Etc. 

“~~ Made of Metal Compact and Attractive. 
~ Over 100,000 in Use 


Full price s4g°° with cards 


FREE 


Write for Your Copy Today 


GRAPHIC SYSTEMS 


Inventory, 


24-PAGE BOOKLET NO. R-200 
Without Obligation 


55 West 42nd Street © New York 36, N.Y. 
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galaxies of ‘em 
for your 


THINKER-UPPER 


... every week in 


AA 


(Advertising Age) 


the weekly newspaper 
of IDEAS in marketing 


See for yourself what AA can do 
for your thinker-upper. Try a 
years (52 issues) subscription 
for only $3. Anytime you're not 
satished, you get your money 
back. 


Send order today to: 


ADVERTISING AGE 
Dept. AR-2 
200 E. IIlinois St. 
Chicago, Ill. 
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Vivid Demonstration . 


. . This scene from the Monsanto film ‘’Before Hydraulic Fires 


Start,’ dramatically illustrates the problem. The arm, which moves white hot billets 
into and out of a 2250° furnace, carries 800 gallons of hydraulic fluid. 


1954, took only eight months from 
the initial idea to the final distribu- 
tion. Production was handled by 
MPO Productions Inc., New York, 
but the script was prepared, at 
MPO’s suggestion, by a free lance 
writer who worked very closely 
with Monsanto’s advertising depart- 
ment. 

The cost of the film was included 
in Pydraul’s advertising budget, 
which also covers extensive direct 
advertising and space in metal 
working magazines. 


> Distribution is handled through 
the Monsanto film library, which 
acts as a central service agency for 
the advertising department, clean- 
ing and maintaining the films, as 
well as distributing them. 

Initial distribution of “Before 
Hydraulic Fires Start” placed a 
print in each of the 14 sales offices 
of the Organic Chemical Division 
for the use of the Pydraul sales- 
men. Another ten copies are kept in 
Monsanto’s film library in St. Louis, 
to act as a reserve and to service 
direct requests for showings. 


>» Special showings were set up for 
the film in each major city where 
there existed a group of potential 
customers for Pydraul. The invita- 
tion lists was made up by the sales- 
men, mainly of users and prospects, 
plus insurance, fire prevention and 
safety people, who affect sales indi- 
rectly. While the salesman’s con- 


tact in the factory is either the 
purchasing agent or the production 
manager, the film is of interest to 
other plant personnel, and _ the 
salesman usually suggests that 
others attend the film showing. 
One of the most gratifying results 
that can be credited to the film 
since its release is the enthusiasm 
expressed by insurance and safety 
people after seeing it. Many have 
become Pydraul F-9 boosters, and 
actively promote the product. 
Another evidence of its efficiency 
in creating a good product impres- 
sion and in influencing multiple 
markets is that Skydrol, Monsanto’s 
air-borne hydraulic fluid, will soon 
have its own film on a sales tour. 
This production, also 12 minutes, 
is in full color, and semi-technical 
in approach. Produced in coopera- 
tion with Douglas Aircraft Corp., 
it shows tests of the comparative 
fire resistance of a number of hy- 
draulic fluids, including Skyrol. 44 


Guide Compares 
Tape Recorders 


With the increasing use of tape 
recorders by admen has come the 
increasing — and sometimes be- 
wildering — selection of machines 
that are currently available. A 
convenient guide to what is on the 
market has been issued by Audio 


Devices Inc., New York, manufac- 
- continued on page 48B 
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turers of recording tapes and discs. 

The guide, a special issue of 
Audio Record, the company’s house 
organ, presents in tabular form the 
pertinent data on recorders from 
49 manufacturers, ranging in price 
from $79.50 to $4,000. In addition 
to the name and address of the 
manufacturer, the listings include 
pictures of the equipment, frequen- 
cy response, weight and descrip- 
tions of any special features. All 
specifications and performance data 
listed in the directory are based 
on information supplied by the 
manufacturer. 

The directory also contains a tab- 
ular listing of the tape and record- 
er accessories manufactured by 
Audio Devices. 

. « « for more details circle 603, page 97 


United Lures Travelers 
Via Film Showings 


To promote vacation airline travel 
in the Pacific, United Airlines is 
promoting the glamor of Hawaii in 
a color and sound 30-minute film. 

Titled “Holiday in Hawaii,’ the 
film takes the viewers 2,400 miles 


The 12 Steps in 
Film Production 


1. Plan the story This is the 
most important of all. It is usually 
undertaken as a group enterprise, 
where important decisions are made 
and differences resolved. At this 
point, you must decide on the type 
of treatment and put it on paper. 


2. Write the shooting script 
Whether this is a scene-by-scene 
detail, or just a sketchy outline, the 
script is the director’s guide to 
shooting the film. 


3. Shoot the picture . . . The direc- 
tor and cinematographer interpret 
the meaning and purpose of the 
script in terms of visual impact. At 
the end of this stage, you have 
lengths of silent film, with or with- 
out accompanying sound track. 


4. View the picture and select ac- 
ceptable scenes . . . The success or 
failure of the ultimate product may 
depend on the judgment exercised 
in the selection of scenes. At this 
stage, when in doubt, leave in any- 
thing that can possibly be used. 


5. Make workprints of the accept- 
able scenes .. . The purpose of this 
is to preserve the original. Be sure 
to have the workprint edge-num- 
bered for later matching. 
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“Holiday in Hawaii’ Free-flying 
surf-boarders dash toward Waikiki Beach 
in vacation promotion film released by 
United Air Lines. 


across the Pacific to the sun-washed 
shores of the four principal Hawai- 
ian Islands of Oahu, Hawaii, Kauai 
and Maui. 

Roaming over fields of multi- 
colored orchids and along palm- 
fringed shores, the camera also cap- 
tures the frivolity of a luau banquet, 
the drama of a Polynesian fire 
dance, and the excitement of a 
surfboard ride over giant blue- 
green waves. 

The film is the second major Ha- 
waiian film produced for United by 
Cate & McGlone, Hollywood, and 
was supervised by Bernard Kovnat, 
United’s promotion advertising 
manager. 


Available for free showings to 
schools, clubs and other organiza- 
tions, the film has also been cleared 
for television. 44 


Free and Rental Films 
Described in Catalog 


A list of free and rental 16mm 
films is described and _ illustrated 
in the 1956-57 edition of “Se- 
lected Motion Pictures,” from As- 
sociation Films Inc., New York. 

In addition to listing many of the 
old favorites, the 56-page catalog 
includes this year many new free 
films including, “An American 
Holiday,” “Bananas? Si, Senor!” 
“Bedtime for Janie,’ “A Changing 
Liberia,” and “New England Por- 
trait.” 

New rental subjects in the catalog 
include the following Walt Disney 
subjects: “Dumbo,” “The Olympic 
Elk,” six complete “Mickey Mouse 
Club” cartoons, and two new “Dis- 
ney Cartoon Parades,” including the 
Academy Award-winning “Three 
Little Pigs.” 


. .. for more details circle 604, page 97 


An outline prepared by the department of public relations 


of the American Automobile Association, based on the 


experiences of its own motion picture production unit. 


6. Cut the workprint . . . The edi- 
torial process gives the film its pace 
and style. Try a sequence of scenes 
several different ways before settle- 
ing on a final version. Mark the 
workprint to indicate optical effects. 


7. Match the original to the work- 
print and prepare for printing 

This may involve breaking the pic- 
ture down into two or more rolls 
for insertion of optical effects. The 
edge numbers on the workprint will 
match those on the original. 


8. Revise script for recording 
Changes may have taken place in 
the original script. Scenes may have 
been substituted. The picture may 
tell the story and thus make many 
words in the original script un- 
necessary. Unless the film was shot 
in all-live sound, this step is in- 
dispensable. 


9. Record sound-over narration 
against workprint or special print 

Even though it is a live-sound 
picture, there may be narrated se- 
quences. If there is no live sound, 
the narrator will carry the story 
throughout. 


10. Cut 


tracks . 


music and sound effects 
. . Using music on tape or 


film, match the music to the mood 
and the length of each scene. Sound 
effects not recorded live can be 
matched editorially. 


11. Mix sound tracks and transfer 
for printing .. . The laboratory may 
consider this as two separate func- 
tions, but they constitute a single 
step for the producer. The sound 
mix balances the various sound 
elements: speech, music, effects. 


12..Combine sound and _ picture 
rolls and make composite print .. . 
The answer print is the first com- 
plete sound-on-film print of the 
finished picture. Changes after this 
step are costly, but they can be 
made if necessary. Check the an- 
swer print for color balance, quali- 
ty, sound synchronization, subject 
content, errors of any type, and 
over-all quality. If it is acceptable, 
you can order release prints. 


These steps must be taken, either 
by the sponsoring company or by 
outside services. Whether it is more 
effective to perform some of these 
functions within the sponsoring 
company will depend, the AAA 
points out, on the current and pro- 
posed total investment in films. 44 





Tecnifax Offers Booklet 
On Diazochrome Slides 


A new 28-page handbook that de- 
scribes techniques and materials in 
the preparation and use of diazo- 
type color slides for overhead pro- 
jection has been recently published 
by Tecnifax Corp., Holyoke, Mass. 

Recommending the relatively new 
“overhead projection” technique as 
a particularly effective means of 
visual communication, the handbook 
discusses advantages of the system, 
explains the operation of the pro- 
jector involved, and suggests several 
projection techniques. 

Production of “static” and “dy- 
namic” projection slides is also cov- 
ered plus the process involving the 
preparation of originals, color sepa- 
rations, opaquing techniques, print- 
ing and developing, and mounting. 

The four-color handbook, avail- 
able without charge, is_ liberally 
sprinkled with drawings, diagrams 
and photographs. 


... for more details circle 606, page 97 


Low-Budget Presentations . . . Aid for 
the adman fighting a low budget is seen 
in a visual presentation package that 
will be sold by ordinary stationery stores. 


Visual Sales Package 
Created for Admen 


A visual presentation package 
created especially for advertising, 
public relations, marketing and 
merchandising men, has been intro- 
duced by Joshua Meier Co., New 
York. 

Called the “V.P.D. Sell-It-Kit,” 
the complete package includes a 
looseleaf book with ten plastic 
sheet-protectors, layout guides, 
ready-to-paste-in artwork, visual 
gimmicks and an instruction book 
by Peter Zanphir, presentation spe- 
cialist. 

Designed for low-budget presen- 
tations, the kits are being distrib- 
uted to major stationery stores 
for retail sales throughout the 
country. a4 
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Brighten up your letters with 
this Quality Letterhead Paper 


Brighter, whiter WESTON BOND adds new 
sparkle to your correspondence . . . lifts your sales 
letters above the clamor of the daily mail . . . com- 
mands complete attention to all your messages. 

Because brighter, whiter WESTON BOND is in the 
most economical cotton content grade, it is today’s 
biggest bargain in quality letterhead paper. Compare 
it for whiteness, brightness, opacity, texture, im- 
pressiveness. Then ask your printer to use it for your 
next lot of letterheads. When you see the difference, 
you'll be glad you did. Write for sample book. 
Address Dept. AR. Byron Weston Company, Dalton, 
Massachusetts. Makers of Fine Papers for Business 
Records Since 1863. 
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By Robert B. Konikow 
AR Managing Editor Credits 
Hal Smiley, Bob Taylor, AD's 
Will Nelson xrtist 

The day of the poster is here. 
Look at the gold medal winners of 
the 24th annual exhibit of adver- 
tising and editorial art held by the 
Art Directors Club of Chicago. More 
than 1,800 entries were submitted; 
219 passed the initial screening and 
were hung in the Prudential Build- 
ing gallery; nine received gold 
medal awards in the categories cov- 
ering printed matter; seven, and 
possibly eight, of those, are inspired 
by the poster technique, and there 
is some question about the eighth, 
with 75% of its space devoted to a 
single dominant picture. The other 
two winners, from What’s New, the 
distinguished house organ of Abbott 


Walter Reinsel, AD 
George Giusti, artist 
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PLANNING 


DEPENDS ON FACTS 


Few executives have time to read a suffi- 
cient number of trade papers. We do 
it for you; provide pertinent clippings 
from over 5,000 periodicals in the cate- 
gories listed below, and do it in a 
thorough and dependable manner. 


Consumer Trade 
Religious Farm 
Medical Labor 


Industrial 
College 
House Organs 


American Trade Press 
Clipping Bureau 


15 East 26th Street — New York 10, N.Y. 
Telephone: Le 2-5969 
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DIRECTORY OF ASSOCIATIONS 


Useful Reference Source for 
@ Libraries @ Universities @ Publishers @ Manu- 
facturers @ Mailing List Houses @ Sales; Adver- 
tising, Public Relations and Research Executives. 


EXAMINE FREE 10 DAYS 
ENCYCLOPEDIA OF AMERICAN ASSOCIATIONS 
Listing 5,162 Trade, Business, Professional, 
Wholesale, Retail, Scientific, Educational, Social 
Fraternal Associations, Societies, and Chambers of 
Commerce (local, state, national and foreign) 
Gives address of national headquarters; executive 
secretary; number of members, staff and local 
groups; description of membership and purpose 
Useful guide for research, mailing lists, publicity 
general reference, etc. Price — $15.00, including 
two supplements 
Sent on approval for 10 day FREE trial exami- 
nation. Order from: GALE RESEARCH CO. 
247 Kenworth, Rm 1612, Columbus 14, Ohio 





Attention! 
MAGAZINE PUBLISHERS 


We offer you full facilities plus 
centralized location for printing, 
binding and mailing your periodi- 
cal publication, either sheet-fed 
multi-color letterpress, offset or 
web-fed offset. Ample paper sup- 
plies available. 


For detailed information, write 


M.F.A. Publishing Department 


201 South 7th, Columbia, Missouri 
LOW COST, illuminated 


ST EE Point of Purchase Signs 
Firmly constructed of 26 gauge 
steel. Ventilated. Smart, and 
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Business Ad Merit Award .. . Art 
Moltzer, a.d.; Bert Stern, photographer. 


Laboratories, are more nearly edi- 
torial than advertising art. 

The same proportion of poster to 
non-poster technique held through 
the rank of the lesser winners 
as well. Most of the winners on the 
advertising art side of the picture 
were essentially posters. 


> To say that most of the ads were 
posters does not imply that there 
need be a sameness about them. The 
poster technique is as varied as the 
designers and art directors who 
work on them. The illustrations of 
the winning entries make evident 
the realism of Blatz, the realistic 
symbolism of Container Corp., the 
simplified, almost child-like ap- 
proach of Cox’s, the cartoon of Hot- 
point, the combination of realism 
and cartoon of Swift, the abstract 
composition of Veritone, even the 
dominant color photograph of Stop- 
ette. 

What they have in common is an 
emphasis on art, a domination of 
the pictorial over the verbal, and 
almost complete elimination of the 
copy. This, of course, gets us right 
into the old controversy of art vs. 
copy in advertising, and in a show 
sponsored by an art directors club, 
whose judges are art directors, 
there should be no surprise that the 
medal winners turned out to lean 
more heavily on art than on copy 
or even on the underlying selling 
idea. 


> Can the average advertising man- 
ager rely on the winners at this, and 
at other similar shows, as a guide 
in the preparation of his own ads? 
Are ads being made to win the 
applause of advertising art directors 
rather than the attention and ap- 
proval of our potential market? 
This has, of course, been argued 


back and forth for many years, and 
there will probably never be a 
definitive answer. 

However, a recent study reported 
by Andrew Armstrong, vice-presi- 
dent in charge of creative service 
of the Leo Burnett Co., a man with 
a solid art direction background, 
indicates that it is quite possible 
that it is safest to follow the feelings 
of the art director. 

A panel of housewives was shown 
several groups of ads, each group 
containing four ads for competitive 
products. The women were asked to 
express their preferences and give 
the reasons for their choices. The 
same sets of ads were shown to 
agency copywriters and art direc- 
tors, who were asked to give their 
own preferences, and then to guess 
the choice of the non-advertising 
housewives. 

When expressing their own 
choices, the art directors agreed 
with the housewives more often 
than when they tried to reason out 
her choice. In other words, their 
ability to select what the housewife 
would prefer would have improved 
if they had stuck to their own con- 
victions rather than trying to be 
logical and analytical. 

Admittedly, this was based on a 
small sample and a limited number 
of ads, but it is an indication that 
there is a good chance that the 
quality of the art, as judged by art 
directors, has a high correlation 
with the acceptability of the ad by 
the general public. It is well worth 
looking into. 


> In such a show as this, the ads 
are looked at in isolation. Theoreti- 
cally, if the judges were art direc- 
tors who understood no English, or 
if all the words were replaced by 
gibberish, the results would not be 
very different. Yet an ad does not 
exist in such isolation, and it cannot 
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Magazine Full-Color Merit Award . 
Thomas Gorey, a.d.; Will Nelson, artist. 





Untie yourself from the clothesline, ma'am! 


New RCA WHIRLPOOL dryer saves you 297 hours a year! 


B&W Illustration Merit Award . 
photographer. 


be separated from its environment 
in any measure of its real success 
in accomplishing its purpose, pro- 
vided that this is no more than 
pleasing another art director. 

An ad is written and designed to 
do a certain job, to build good will 
or build in-store traffic, to sell a 
specific brand or a specific item or 
a specific idea. It is designed to 
reach a particular market, and thus 
an ad that is effective for the New 
Yorker might fall with a complete 
thud if run in True Story. If you 
want the reader to sign a coupon 
you need a different ad than if he 
is to remember what your package 
looks like. 


> There are many ways of measur- 
ing effectiveness in advertising, 
none of them, unfortunately, com- 
plete and final. Starch and Readex 
scores tell something about the au- 
dience an ad collects in reference 


New Building Highlights 
Agency Self-Promotion 


A move to a new building is an 
opportunity for special promotion, 
but one frequently neglected by 
advertising agencies, which so often 
pay less attention to their own 
problems than to those of their cli- 
ents. A notable exception was the 
Edwards Agency, Los’ Angeles, 
which planned a complete cam- 
paign about its move, one which it 
feels gave most folks associated 
with advertising in the Los Angeles 
area some idea that Edwards Agen- 
cy moved into its own building. 

Central feature of the campaign 
was a series of three direct mail 
pieces, each with the headline “An 
Advertising Agency Grows in Los 


Only the new 'S7 RCA WHIRLPOOL . 
5-temp dryer gives you the right tem- ~ ry — 
perature for every fabric—and faster, 

flaffier drying for everything you wash oe =f ee 


. Walter Lecat, art director, Wesley Bowman, 


to its competition. By themselves, 
however, they say nothing about the 
distance along the path towards 
your goal that your readers have 
been moved. Art director club 
awards point up what art directors 
find pleasing and effective, and their 
interpretations are based, directly 
or indirectly, on observations of 
public reactions. 

Advertising, as a whole, is still 
a creative process, not a mechanical 
one. There are many guides, but 
few rules. The advertising manager 
and the account executive and 
everybody else connected with the 
acceptance and development of ad- 
vertising today needs to study such 
indications of effectiveness as are 
available from all these measures to 
evaluate them carefully, and then to 
add that spark of individual ap- 
proach that will reap immediate 
dividends, that will blaze new trails 
and strike out on new paths. 44 


Angeles.” The first showed a draw- 
ing of ground-breaking against a 
photo of the down-town area, while 
the second had substituted a draw- 
ing of a hand sowing seeds. The 
third ad used a rendering of the 
building, with a full-grown tree 
symbolizing the final step. This 
series went out to the agency’s list 
of 2,000 advertisers. 

As soon as the building was ac- 
quired, its picture was included in 
every standard piece produced for 
the agency, ranging from business 
cards to bill heads. Along with a 
fancy initial “E”’, which was a 
carry-over from previous promo- 
tion, the picture immediately im- 
planted the idea of the new building 
in the mind of every person who 
had any contact with the agency. 44 





GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 


ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 

Our service unexcelled. 

Try us the next time you need 
quantity photos. 


PRICE LIST 


8x10 GLOSSY PHOTOS 


Copy negatives of your prints, $1.65 
per negative. Samples, other sizes, 
prices on request. 


MAJOR PHOTO Co. 
Commercial Photographers 


1210 N. Clark Street * Chicago 10, Illinois 
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REPRINTS 


Now in its sec- 
ond printing, 
“How to Use Re- 
prints” is prov- 
ing a popular 
idea manual for 
“do-it-yourself” 
direct mail and 
large ad agen- 
cies alike, 


it'll help cut 
printing costs. 


it shows how to 
prepare copy and 
save time. 


it helps make 
printing more 
effective. 


Send your cou- 
pon now and re- 
ceive four ‘Stunts 
With Stats’’ time 
and money sav- 
ing folders for 
all your art and 
printing needs! 


Rush FREE copies ‘“‘How to Use Reprints,” 


“Piano ideas” and “Preprints” to: 


OFFSET PRINTERS 
123 N. Wacker Dr. 
Chicago 6, Illinois 
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Edward J. Duvall 
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@ How to get that NEW LOOK in your signs 


reshen up your approach 
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The Sizzle of Light... 


Light Can Add Emotion, 
Not Just Illuminate 


By Dale Nichols 


I believe that most of us agree 
that the sizzle sells more steaks. A 
psychologist might explain the phe- 
nomenon as a matter of semantics, a 
situation whereby the sound of 
sizzling arouses dormant memories 
of watching mother cooking a steak 
while we drooled in anticipation of 
the coming feast. This might be an- 
other example of Pavlov’s bells 
wherein the Russian scientist as- 
sociated the ringing of a bell when 
offering food to a dog, later achiev- 
ing a drool from the dog by ringing 
the bell alone. 

This is a matter of conditioned 
reflex. However, what I suggest in 
using light as a force for advertising 
is a matter of intuition. People are 
attracted to light and light effects 
. . . just as a moth is attracted to a 
flame. People almost alone 
among mammals are helio- 
tropic. At least no animal has been 
observed enjoying a sunset. 

By “heliotropic” we mean “ori- 
ented to light.” Briefly, humans are 
intuitively conscious of 1) light as 
coming from above; 2) light as cre- 
ative, life-giving energy. The draw- 
ing shown above provides a simple 
test of how heliotropic you may be. 
You see a dent in a can. However, 
if you turn this page upside down 
the dent becomes a bump. Our 
minds, you see, persist in consider- 
ing the light to be overhead. 


>I make this attempt to prove a 
point because light can be used 
wrongly. For instance, I employ a 
little stunt in lectures on the sub- 
ject wherein I use a flashlight in a 
darkened room to demonstrate that 
light can strike my head from 
above, behind or from one side .. . 
then I suddenly flash it under my 
chin just to hear the ladies scream 
in terror. Remember some of the 
movies you've seen showing mon- 


Three Functions of Light . . 


sters? They really creep from the 
deep when light from below forms 
their image. 

In the illustration I’ve shown 
several potent uses of light in an 
advertising illustration. These break 
down into two main effects or a 
combination of both: light as a 
glow; light as a direction of light; 
light as both glow and direction. 
There’s a whale of a difference be- 
tween this use of light and the usual 
“spot-lighting” uses. The difference 
is that we are trying to add the 
emotion of light to the product 
rather than just illuminate it. De- 
liberately, we are exploiting the 
heliotropic nature of the potential 
customer. We are using light as a 
“sizzle.” 

Twenty-two years ago, when I 
first discovered this principle, I 
talked so much about it that I was 
tagged “one-light Nichols.” I pro- 
ceeded to apply the thinking to red 
barns. If I’ve proven anything, I 
have proven the theory works. Art 
critics have said that I “discovered” 


. Here, from right to left, light is used as a glow, as a 


direction of light, and as both glow and direction. 





2 EXE” FE - most dependable source for 


GLOSSY PRINTS 
aa 


Zepp quality photos in quantity offer: Prompt 
Service - Top Grade Reproduction - Low Price 


Glessy 100 lots)* 
Post Cards . .$.05.. each ( ; 
5x7 Glossy Photos . $062 each (100 weer" 
8x10 Glossy Photos . $082 each (100 tots) 


*Complete price list on request. 


2: _ 
PHOTO SERVICE 


3042 Greenmount Ave., Baltimore 18, Md. 
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TYPOGRAPHERS 


TO THE 


SQUTHWEST 


| 

| 
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| 

| 
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Skilled composition | 
Prompt out-of-town delivery | 
| 

| 

| 

| 

| 

| 

| 


-Let-h @ Mt co., INC. 

se Tay 

MATS ¢ STEREOTYPES * PLASTIC PLATES 
FILMOTYPE * CAMERA MODIFICATION 

2812 TAYLOR STREET, DALLAS « RI 7-3746 


JOHN A. 


CAMERAS — ART AIDS $485 & UP 
PRINTING 


SILK SCREEN 
Decler Inquiries lnvited 
LACEY-LUCI PRODUCTS CO. 
31 Central Avenue 
Newark 2, N. J. 


WRITE FOR CATALOG AR 


You Don't Have To Be An Artist To Use A 


PAT UCTLIY 
A 
~——_ Write Dep't. AR-3 for FREE TRIAL 


VARIGRAPH CO., Inc., Madison 1, Wis. 


“Palette Patter’ keeps 
you posted on the latest 
and best in artist materials 
and equipment. Get your 
copy. Write to— 


Dept. AR-2 


@.- BLU ee a eee 
| 6408 WOODWARD AVE 
DETROIT 2, MICH 


want big-agency quality CLIP ART? 
» You can have 4000 proofs now—and 

1000 new ones yearly. Pay only for 

what you use @ $2 each or have Un- 

limited use for $9.95 monthly. We 

license only rated agencies & Nat. 

Advtsrs. Handbook #9 now ready — 

send for License Form and samples. 

STIVERS STUDIO 
BOX 3684 + SAN FRANCISCO 19, CALIF. 


| 


Special Effects . . . An unusual direc- 
tion for light leads to results that are 
often shocking, and thus effective. 


red barns. The truth is: 
covered light. 

I believe it self-evident that I am 
talking about applied psychology 
... that I am not expounding an art 
theory toward the production of a 
pretty picture. The purpose of ad- 
vertising is to sell a product or an 
idea. Making it a pretty proposition 
may help if prettiness is an innate 
value of the product. But giving the 
picture .. . or the entire advertise- 
ment ... the light treatment is a 
matter of life itself. Every blade of 
grass and every scientist know 
this. And so does every potential 
customer . . . whether or not he 
realizes it. To “light up that ad” is 
to increase its purpose. 44 


I dis- 


Drawing Lead Dispenser 
Has Handy Loading Aid 


A new automatic dispenser for 
drawing leads permits an artist to 
insert a lead directly into its holder 
without soiling his hands. This 
package, developed by the Koh-I- 
Noor Pencil Co., Bloomsbury, N. J., 
is called the “Ejectomatic” Lead 
Dispenser. It holds a dozen full-size 
leads already sharpened and ready 
for use, and has a patented lead 
ejector that selects a lead, advances 
it and holds it firmly while it is be- 
ing inserted into the lead holder. 

Leads are fully visible in their 
transparent plastic case and pro- 
tected against breaking. 17 Koh-I- 
Noor Graphite (imported) and 
colored drawing leads will be 
offered in the new dispensers. 44 
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Brandt Scaleograph 
cuts cropping time 90% 
—fills long felt need 


The newly invented Brandt Scale- 
ograph is a precision instrument that 
crops and scales photos, art, etc. in 
seconds. Once set to a proportion it 
will enlarge or reduce automatically 
without computation. Scaled in picas 
and inches. Its practicability and 
simplicity have won hundreds of users 
from coast to coast. Some of the 
biggest names in industry, graphic 
arts, and advertising have placed 
multiple orders and praise its efficien- 
cy. Made of vinyl plastic, stainless 
steel, and aluminum. With minimum 
care will last a lifetime. If your dealer 
cannot supply you, order direct. Im- 
mediate delivery parcel post prepaid. 
Send check or company purchase 
order. Price $12.60. Money back if 
not delighted. 


THE BRANDT CORP. 
P. O. Box 465, NEW ORLEANS 


Project Sharp Images 
DIRECT ON YOUR BOARD 


EARNS MONEY FOR YOU ON EVERY JOB 
The New Model 44 


1'O-Graph 

Art production costs 
drop, earnings go up, 
with an Art-O-Graph. 
Render _ illustrations; 
visualize layouts; 
“drop in’ keyline ele- 
ments; capture per- 
spectives; match let- Eau 
tering; insure accura- 

cy; fast scaling; elimi- 
nate stats. No trac- 
ings! 


10 Days FREE 
TRIAL—no obli- 
gation, no 
freight if re- 
turned. 


Write for 
folder! 


Aoi lodg 
space — uses 
head ‘dead’ 


Takes up 
over- 
space. 


eee 


NGEL, INC. 
723 Wash. Ave., S.E., Minneapolis 14, Minn. 
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When Alarmco Inc., Brooklyn 
manufacturer of home fire alarms, 
needed an actual finished sample of 
a product that had not yet been put 
into production and needed it 
within 24 hours they presented 
their advertising agency, Bass and 
Co., New York, with quite a prob- 
lem. A paper or cardboard mock-up 
would not stand up under handling. 
Dave Gallagher, agency v.p. in 
charge of production and Maurice 
Douek, art director, decided (1) on 
Metalphoto, a process that treats a 
sheet of photo-sensitive anodized 
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Technique for 


aluminum as if it were a sheet of 
photographic paper. The first step 
(2) was to use a copy camera to get 
a standard negative of the artwork. 
A print, using a contact printer (3), 
is made on a sheet of Metalphoto. 
After standard processing, the art- 
work is fixed permanently by boil- 
ing the aluminum (4) for half an 
hour. The finished aluminum face 


oo st 3 


plate (5) has deep black lettering 
and artwork against a_ bright, 
smooth metallic aluminum surface. 
The sheet is thin enough so that it 
can be trimmed (6) on a standard 
paper cutter, getting rid of excess 
metal. For exact fit, some areas of 
the face plate had to be cut out by 
hand. This can be done easily (7) 
with X-acto knives and files. The 





The step-by-step story of how an advertising agency 
met a tight production deadline. 


Package Presentation 


aluminum works easily to a smooth 
edge. The finished plate was easily 
mounted (8) on a dummy replica of 
the finished Alarmco burglar alarm 
unit. This was photographed, the 
picture retouched as necessary, and 
the new unit was ready for an illus- 
tration in a sales circular (9), well 
before the actual piece of equipment 
came off the production line. 44 


Any Attempt to Enter 
Sounds the Alarm 


a ALARMCO 
WATCHMAN 


is also a fire alarm 


a 
Stim Mamranty 


Anmce yo" 


A ture ¢ tlnas | 
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Which One is Easier to Get? 


PREAMBLE T9O 
THE CONSTITUTION 


We, the people of the United 
States, in order to form a 
more perfect union, estab- 
lish justice, insure domes- 
tic tranquility, provide for 
the common defense, pro- 
mote the general wel- 
fare, and secure the bless- 
ings of liberty to ourselves 
and our posterity, do 
ordain and establish this 
Constitution for the United 
States of America. 


Preamble to the Constitution 


We, the people of the United States, 
in order to form a more perfect union, 
establish justice, insure domestic 
tranquility, provide for the common 
defense, promote the general weltare, 
and secure the blessings of liberty 

to ourselves and our posterity, do 
ordain and establish this Constitution 
tor the United States ot America. 


"Le only reason for type is the communication 


of ideas. The only reason for better typography is for 


faster, more believable communication of ideas—politi- 


cal or commercial. That’s why people with important 


things to sell go to the ATA. They get from members of 


the ATA the Creative Approach to Typography. That 


means better appearance, better taste, better results. 


Send your next job to ATA. It really costs no more. 


It Pays to Set Type Right 


Advertising Typographers Association 
of America, Inc. 


Executive Office: 461 Eighth Avenue, New York City 1. Glenn C. Compton, Executive Secretary 
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Advertising Typographers 
Association 
of America, Inc. 


AKRON, O. 
The Akron Typesetting Co. 


ATLANTA, GA. 
Higgins-McArthur Company 


BALTIMORE, MD. 
The Maran Printing Co. 


BOSTON, MASS. 

The Berkeley Press 
Machine Composition Co. 
H. G. McMennamin 


BUFFALO, N. Y. 
Axel Edw. Sahlin Typographic Service 


CHICAGO, ILL. 

J. M. Bundscho, Inc. 

The Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 


CINCINNATI, O. 
The J. W. Ford Company 


CLEVELAND, O. 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 


COLUMBUS, O. 
Yaeger Typesetting Co., Inc. 


DALLAS, TEX. 
Jaggars-Chiles-Stovall, Inc. 


DAYTON, O. 
Dayton Typographic Service 


DENVER, COLO. 
The A. B. Hirschfeld Press 


DETROIT, MICH. 
Arnold-Powers, Inc. 

The Thomas P. Henry Co. 
Fred C. Morneau Co. 
George Willens & Co. 


INDIANAPOLIS, IND. 
The Typographic Service Co., Inc. 


KALAMAZOO, MICH. 
Claire J. Mahoney 


MILWAUKEE, WIS. 
Arrow Press 


MINNEAPOLIS, MINN. 
Duragraph, Inc. 


NEW YORK, N. Y. 

Ad Service Company 

Advertising Agencies’ Service Co., Inc. 
Advertising Composition, Inc. 
Artintype, Inc. 

Associated Typographers, Inc. 
Atlas Typographic Service, Inc. 
Central Zone Press, Inc. 

The Composing Room, Inc. 
Composition Service, Inc. 
Diamant Typographic Service, Inc. 
A. T. Edwards Typography, Inc. 
Graphic Arts Typographers, Inc. 
Huxley House 

Imperial Ad Service 

King Typographic Service Corp. 
Linocraft Typographers, Inc. 
Master Typo Company 

Chris. F. Olsen 

Frederic Nelson Phillips, Inc. 
Philmac Typographers, Inc. 

Royal Typographers, Inc. 
Frederick W. Schmidt, Inc. 

Harry Silverstein, Inc. 

Supreme Ad Service, Inc. 

Tri-Arts Press, Inc. 

Typographic Craftsmen, Inc. 

The Typographic Service Co. 
Vanderbilt-Jackson Typography, Inc. 
Kurt H. Volk, Inc. 


NEWARK, N. J. 


Barton Press 
William Patrick Co., Inc. 


PHILADELPHIA, PA. 

Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 
Progressive Composition Co. 
Typographic Service, Inc. 
PORTLAND, ORE. 

Paul O. Giesey Typographer 
ST. LOUIS, MO. 

Warwick Typographers, Inc. 
SEATTLE, WASH. 

Frank McCaffrey’s 


TORONTO, CANADA 
Cooper & Beatty Limited 








What's new in 





COLD TYPE 


What changes will photographic typesetting make in the job and the life of 


today’s admen? What should you know about this developing technique? 


Here’s a full report on the newest equipment and its promises for tomorrow. 


By Dick Hodgson 
AR Executive Editor 


Photographic typesetting, which 
has appeared to be on the verge 
of widespread acceptance for the 
past five years, is continuing to bear 
the label: “for the future.” 

While major improvements have 
been made in both the equipment 
for photosetting and techniques for 
its use, this modern typographers’ 
tool has made but a small dent in 
the over-all typesetting picture. In 
a few scattered areas, it is being 
used with increased frequency, but 
there is still a long way to go before 
photographic typesetting becomes a 
major factor in advertising produc- 
tion. 

Probably the most important fac- 
tor delaying acceptance and use of 
photosetting is the “wait and see” 
attitude of typographers and print- 
ers. For about a decade, the graphic 
arts industry has been hearing 
rumors and reports of important 
developments on the _ horizon. 
Equipment manufacturers with 
photographic typesetting equipment 
on their drawing boards have out- 





done themselves in issuing com- 
muniques which carry the tone: 
“don’t buy anything yet... we'll 
have something better very soon.” 

“Very soon,” however, has turned 
out to be a matter of years rather 
than a few months as was originally 
claimed by some of the suppliers. 
But the “don’t buy” admonition has 
been accepted by the vast majority 
of potential customers. 


> Meanwhile, typographers who 
have awakened to the potentials of 
phototypography have done an ex- 
cellent job of putting it to use to 
help solve some of their customers’ 
toughest problems. At this stage of 
development, there is no question 
but that photographic typesetting 
has an important place in the future 
of the graphic arts. 

Here’s a quick rundown on some 
of its advantages: 


© Sharper reproduction proofs .. . 
Eliminated are most of the major 
problems involved in the use of 
conventional reproduction proofs — 
ink spread, smeared proofs, pitted 
letters, shadows around type and 


loss of detail through secondary 
camera operations. Photographic 
typography provides a_ sharpness 
and density of type that no ink 
method can successfully duplicate. 


® Economy. . . By eliminating cer- 
tain steps in normal composition, 
proofing and copying operations, the 
finished product in many cases is 
less expensive than regular typog- 
raphy. For example, it is not nec- 
essary to fill in “white space” with 
printer’s furniture. 


® Variety ... If you want 7 2/3 pt. 
type, you can get it with phototy- 
pography as well as extremely small 
sizes (with no filling of a’s and e’s) 
and giant sizes (with crisp, clean 
edges). Photoset type also lends it- 
self to quick and inexpensive cam- 
era modification for unusual effects 


such as uneven lines, patterns, 
overprinting, etc. 

@ Speed ... For many kinds of 
jobs, time required is cut from 


hours to minutes. 


e Storage ... It takes little space 


to store cold type films or prints. 
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© “Clean” changes . . . With photo- 
typography, it is easy to maintain 
uniform type color and weight from 
page to page and line to line re- 
gardless of revisions or changes. 


® Quality . . . In many applications, 
photoset type has several quality 
advantages over “hot metal’ com- 
position. Since full kerning (the 
ability to position portions of one 
letter over or under portions of an- 
other letter — the cap A and T, for 
example) is automatic and all type- 
faces and sizes are bottom aligned, 
plus the ability to instantly mix all 
types, typographical niceties are an 
almost standard product of photoset 
type, whereas they are frequently 
costly and time-consuming with 
“hot metal” composition. 


© Layout control . . . Use of photo- 
set type makes it very practical for 
the original layout artist to keep 
complete control of the finished job, 
without counting on middlemen to 
correctly interpret his ideas. 


Actually this advantage of layout 
control suggests the possibility of a 
major revolution in the handling of 
advertising production. While, ex- 
cept in isolated cases, this complete 
control of layout by the artist is 
still an undeveloped area, there are 
indications that it is a very definite 
probability in the near future. The 
major handicap at the moment is a 
lack of artists sufficiently trained in 
the fine points of printing. 

There are many viewpoints on 
just how the advertising layout ar- 
tist will fit into the graphic arts 
picture in the future. One school 
holds forth the idea that the artist 
will collect the various elements 
from suppliers — photoset type on 
film, halftone negatives or positives, 
etc. — and assemble them ready for 
platemaking. Others believe that the 
artist will assemble all elements 
except halftones, which will be 
stripped in by the platemaker. 


> Regardless of how the picture 
shapes up in the future, however, 
there appears to be good reason to 
believe that the extended use of 
photographic typography makes it 
increasingly practical for the man 
who does the original layouts to 
follow through and do more of the 
final assembly of elements for plate- 
making. 

One factor directly affecting the 
situation is that of union jurisdic- 
tion in the handling of photoset 
type. The lines have not yet been 
clearly drawn, but there is a hover- 
ing possibility of jurisdictional dis- 
pute over just who will be respon- 
sible for the assembly of photoset 
material. It the job is to revert to 
the original customer, however, it 
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Applications of 
Phototypography 


While photoset type and letter- 
ing is usually thought of as a sub- 
stitute for “hot metal” composition 
or hand lettering for printed ad- 
vertising material, this is only one’ 
of many important applications. 
Some of the additional “natural” 
uses include: 


® Producing slide transparencies 
for visual presentations without 
any intermediary steps except 
binding. 

@ Also, tv slides. 

®@ Display transparencies. 

@ Special charts. 

@ Producing masters for copying 
machines. 

® Posters, signs and banners. 


will probably bypass the whole 
jurisdiction problem. 

Another important factor is the 
increasing use of small offset presses 
by advertisers. Whether the plates 
are made in the advertiser’s own 
shop or by commercial platemakers, 
the use of photoset type offers 
speed, economy and requires less 
internal equipment. 


>» Actually, there are two parts to 
the photographic typography pic- 
ture — body matter and display 
lettering. There is _ considerable 
variance in the state of progress in 
the two fields. Thus far, most of our 
discussion has delt primarily with 
phototypography as related to the 
setting of body matter; a field which 
has lagged far behind photosetting 
of display lettering. 

To date, the vast majority of pho- 
toset body matter has been the 
product of Intertype’s Fotosetter, 
the only machine for this purpose 
in any extended commercial use. At 
the present time, there are some 200 
Fotosetters in commercial operation. 

In both appearance and operation, 
the Fotosetter closely resembles its 
big brother, the Intertype line-cast- 
ing machine. The first Fotosetter 
went into commercial operation in 
1949. 


> Probably the next machine of this 
type to find any extended commer- 
cial use will be the Photon, a prod- 
uct of Photon Inc. Actually, early 
models of the Photon have been in 
limited commercial use for several 
years and there have been recurring 
predictions of extended installations 
for the past several years. At the 
present time, Photon officials report 
that 25 machines are currently be- 
ing tested and assembled, with an 
actual output of “one a week.” 


Unlike the Fotosetter, which is a 
single unit utilizing a standard lino- 
type keyboard, the Photon is a 
three-unit device with a standard 
electric typewriter keyboard and 
push-button controls to specify the 
font desired, type size, line length, 
leading, etc. 


» Also available for commercial use 
is the Monophoto — photographic 
companion to the Monotype ma- 
chine. Developed in England, the 
Monophoto utilizes a regular Mono- 
type keyboard, which produces 
punched tape. Present users of 
Monotype need only to add the 
Monotype special photographic unit 
which “reads” the tape and trans- 
lates it into photographic images. 

Meanwhile, the long-awaited 
Linofilm, Mergenthaler Linotype’s 
version of the photosetter, has en- 
tered commercial field tests. Similar 
in general principle to the Photon, 
particularly in that it operates from 
an electric typewriter keyboard, the 
Linofilm has long been promised 
for “near future” commercial avail- 
ability. 


> There is none of this “coming 
soon” business connected with the 
part of the phototypography field 
involving equipment designed pri- 
marily for setting display lettering. 
While there have been many im- 
provements in this area since AR 
published its first over-all article on 
“Setting Type by Photography” in 
the July 1954 issue, the field has 
been fairly stable. 

At that time, AR described desk- 
model Fotosetter, ATF’s Hadego, 
the Coxhead Headliner, Filmotype, 
Prest-O-Print (later renamed Line- 
O-Print) and Halber Corp.’s Typro. 
Except for general improvements 
and the availability of a greater 
number of typefaces, these ma- 
chines remain pretty much the same 
as in 1954 and have found wide use 
for advertising production. 

A major addition to the field has 
been Davidson Corp.’s ProType, a 
simple but highly versatile desk- 
top photosetter. 

The basic features of the various 
photolettering machines are noted 
in the chart on page 62, which 
was developed by the Union Em- 
ployers Section of Printing Industry 
of America, and included in a de- 
tailed “Cold Type” Handbook, 
which was distributed to those at- 
tending the 1956 PIA convention. 


> While there have been increasing 
sales of the various photolettering 


machines to advertisers, agencies 
and studios, it is interesting to note 
that as far as most advertising pro- 
duction people are concerned, the 





























W. A. Dwiccuns at work in his Hingham, Mass., studio. 





Beauty of form combined with versatility in use typi- 
fies Dwiggins’ Caledonia, making it one of the nation’s 
most popular types for tasteful, lasting books. It is a 
favorite, too, for magazines and advertising. Other 


His Linotype faces Dwiggins Linotype faces, such ats the clean, simple 
. Electra, are already modern classics. 
grace the printed page Designers like W. A. Dwiggins represent the un- 


matched typographic resources of Linotype, which 
draws from the talents of leading American designers, 
and from the best European sources as well. 
Consequently, publishers and printers everywhere 
can avail themselves of type faces produced by the 
world’s greatest designers, and do so easily and eco- 
nomically through Linotype. 






“William Dwiggins, unquestionably, is one of the truly 
great type designers. To my mind, too, he is one of the few 
essentially ‘native’ designers and he derives his themes al- 
most exclusively from early and contemporary American 
sources. ’'ve used his Caledonia over and over since 1939, 
in books of every kind, and never grow tired of it. Warm, 
colorful, legible, pliable—it is one of the happiest of all 
type faces. Dwiggins’ great reputation would be assured if 
it rested solely on this one achievement? 

GEORGE SALTER, prize-winning American artist, whose recent 


work includes book and jacket design for John Hersey’s notable 
best seller, A Single Pebble. 





MERGENTHALER LINOTYPE COMPANY 
29 Ryerson Street, Brooklyn 5, N. Y. * LINOTYPE 


Agencies: Atlanta, Boston, Chicago, Cleveland, Dallas, Los Angeles, New York, San Francisco. In Canoda: Canadian Linotype, Limited, Toronto, Ontario 







Heading and text set in Linotype Caledonia 
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printed job! 


*America’s leading photo-composition 
machine . . . almost instantly produces 
quality hand lettering and display type. 


Scripts, casuals, free styles, formals, outlines, 
gothics, futuras . . . and all other popular and 
modern alphabets are yours at important savings 

. with Filmotype! Filmotype’s all-inclusive 
selection contains over 1,000 styles and sizes of 
lettering typography such as these new favorites: 


FILMOTYPE — 


Travel| = /s an important 


ci ney-saver 
vo Bvary 
Mdeolising 


Leading typesetters 
everywhere offer 
Filmotype. Ask your 
local typesetter for 

the complete set of 
Filmotype catalogs. Or 
for details on how 

you can easily own 
your own Filmotype 
Machine, fill out and 
mail the coupon below. 


ZIRCON 


the FILMOTYPE corporation 
| 7500 McCormick Blvd. 
| Skokie, II. ! 


to Send information about the Filmotype Photo | 
Composition Machine and how easy it is to | 
own. | 


() Have your representative give me a demonstra- | 
tion right in my own office. | understand there | 
is no obligation. 


| NAME 
a 
| ADDRESS___— 

____ZONE__STATE 


Dept. AR 





COMPARATIVE ANALYSIS 
PHOTOLETTERING MACHINES 


Correct reading 


Reverse reading 





Film or poper strip 





Sheet film or paper 


Single line composition 


























Composes several lines 


Mix type foces 





Mix point sizes 





Auto development 





Develop loter 


Tint of shade type faces 





+ 


Fit kerned characters | 
Justify before photography 2 
Modify type design i 
Curve lines of type 


Max. width of composition 
Pico 





Width of film or paper strip 








Film or paper mox. sheet size Vx 14" 














(Based on latest information available. Consult manufacturer for further details.) 


*Basic composition handset in 20 or 48 point. Comera reproduces this in range from 4 to 115 point. 
Chart through the courtesy of Printing Industry of America Inc. 


machines are primarily a tool for 
typographers. Not only have many 
of the nation’s leading advertising 
typographers added _ photolettering 
machines to their equipment, but 
many shops specializing in photoset 
display lettering have come into ex- 
istence to serve the growing market 
for phototypography. 

While there will undoubtedly be 
increased sales of photolettering 
machines to advertisers, agencies 
and studios — particularly those 
who are faced by frequent close 
deadlines for display lettering and 
those who operate their own offset 
equipment, indications are that the 
majority of admen will turn to com- 
mercial typographers for much of 
their phototypography. One of the 
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major factors is that the commercial 
sources can afford to maintain fonts 
of hundreds of different faces, 
while, in most cases, this would 
prove to be an uneconomical pro- 
cedure for the average adman. Even 
in those cases where photolettering 
equipment is used regularly, admen 
frequently turn to commercial 
sources to fill their needs for special 
faces. 

While prices vary considerably, 
in most areas it is possible to buy 
photoset display type for from $1 
to $1.50 per word. To get certain 
special hand-lettered faces repro- 
duced photographically, the per- 
word cost is frequently higher, but 
still only a small fraction of the cost 
of a custom hand-lettering job. In 
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most areas, photoset display letter- 
ing is available with 24-hour serv- 
ice, with rush jobs turned out in a 
matter of minutes. 


* To answer the big question, 
“Should we buy a _ photolettering 
machine?”, admen should consider 
the following factors: 


1. Speed ... How often do you 
require display type on short no- 
tice? If the answer is frequently, 
and particularly if the nearest com- 
mercial source for photolettering is 
some distance away, in all proba- 
bility you will benefit from the 
buying of your own machine. 


2. Faces . . . How often do you re- 
peat the same faces? If you have 
occasion to repeat the same faces 
frequently, it might easily pay to 
start evaluating your present costs 
against the price of a photolettering 
machine, the necessary fonts and 
materials and operating costs. 

In many cases, admen will find 
that they can economically use a 
photolettering machine for part of 
their jobs and turn to _ outside 
sources for faces which are not re- 
peated frequently enough to war- 
rant buying fonts. 


3. Operation ... Can you afford 
to assign a specific and capable per- 
son (or persons) to operate the 
equipment? While it takes only a 
modest amount of time to train the 
average person to operate most 
photolettering machines, such train- 
ing is necessary. You can’t expect 
to pass a job along to a stockroom 
boy and expect him to know how 
and when to kern letters, insert 
letterspaces, etc. If you can’t assign 
the responsibility of operating a 
photolettering machine to a person 
with some creative ability — even 
on a part time basis, you’d better 
stick to outside sources’ unless 
you're willing to settle for an in- 
ferior product. 

It should be noted that there is 
considerable difference in photolet- 
tering machines when it comes to 
the amount of creative ability re- 
quired to get a quality product. 
Your choice of the particular ma- 
chine best suited to your needs 
should be determined both by the 
type of people who will operate it 
and the standards of quality de- 
manded in the work to be turned 
out. 

It is also important to remember 
that the best results are going to 
come only after considerable ex- 
perience in operation of the equip- 
ment and use of its product. 


4. Substitutes . . . Are there other 
methods which will be more effi- 
cient and/or less costly than the use 








Complete facilities for all printing 





including catalogs, brochures, 


magazines, books, and 





newspaper supplements. 


Copywriting Black and Multi-color printing 
Design and Typography —Letterpress 

Catalog Planning —Gravure 

Composition —Offset 

Photoengraving Binding 

Plate Making Mailing and Shipping 


The Cuneo Press, Inc. 


2242 South Grove St., Chicago 16, Ill., Victory 2-2100 
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The versatile 


Lin Openr oT 
TD TT Tn 
COOL 


You can do MORE with the 
TYPRO photo lettering ma- 
chine! Compose more than 
one line on a strip, bounce 
letters, screen backgrounds, 
drop shadows; produce over- 
prints and reverses directly. 
And you can do MORE with 
EACH Typro font! For exam- 
ple, the letter ““T’, shown in 
variations, were composed with 
one font. Many additional var- 
iations are possible. 


| 


COMPLETE WITH BUILT-IN 
DARKROOM AND STORAGE 


Multiply this versatility by the 
vast range of TYPRO styles 
and sizes, and truly, new vistas 
are opened. Over 1500 fonts 
are available in standard faces 
and smart hand lettered styles, 
including connecting _ scripts. 
EVERY Typro style is availa- 
ble in a full range of sizes; 
there is a style AND SIZE to 
fit every job. 

Not only is TYPRO amazingly 
versatile, it has the widest 
range of any display unit .. . 
from 6 to 144 point . . . and 
it produces the finest typogra- 
phy in the world 
and economically. 
@ For 20 page book of type 
styles, and details about the 
TYPRO photo lettering ma- 
chine, please write. 


. easily 


HALBER CORPORATION 
4151 Montrose Ave. 
Chicago 41, Ill. 
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| pages set by 


of a photolettering machine? While 


| one of the main features of photo- 


lettering equipment is its economy 
of operation, it is important to con- 
sider all alternative methods on a 
realistic cost basis. In many cases, 
the product of commercial typog- 
raphers — either photographic or 
metal — may best serve your needs. 
Paste-up letters should also be 
carefully considered. Today, there 
are hundreds of different type and 
hand-lettered faces available on 
acetate or paper which your art de- 
partment can “paste up” to supply 
display lettering needs. Volk Art 
Studios even has a monthly clip- 
book service featuring different 
paste-up faces and Multi-Ad Serv- 
ices frequently includes special 
paste-up fonts in its regular art 
clipbook service. 

Another possibility to consider is 
the popular Varigraph lettering de- 
vice and similar artists’ tools which 
help speed the job of hand lettering. 
5. Off-beat applications ... Do you 
like to “play around” with lettering 
effects? If you are frequently striv- 
ing for unusual lettering effects and 
can afford to do some experiment- 
ing, a photolettering machine will 
not only help you achieve the unu- 
sual, but may turn out to be a 
source of considerable pleasure. 


6. Volume Do you (or will 
you) spend over $50 a month on 
photolettering? This is the figure 
used by many salesmen for photo- 
lettering machines as the dividing 
line for analyzing the practicality of 
a purchase. 


> While it is very possible that your 
answer to any single one of these 
questions may indicate that you 
should seriously consider the pur- 
chase of a photolettering machine, 
all of these factors — and probably 
other — should be considered. Your 
actual initial investment may run as 
low as $300-400 or into thousands, 
or the cost may be spread over a 
long period through lease of a 
photolettering machine. 

But whether or not you decide to 
buy a machine of your own, you 
will certainly want to carefully in- 
vestigate the use of photolettering 
for your advertising production. 

Another area of “cold type’ com- 
position which will be covered in 
more detail in a forthcoming article 
in AR is that of typewriter- 
style copy. During the past decade, 
the use of typewriter composition 
for jobs running form simple flyers 
to complete books and magazines 
has grown steadily with a compan- 
ion increase in quality. 44 


Ta 


Cold Type Catalog 
Shows Filmotype Line 


An up-to-date catalog of type de- 
signs for photo-composition has been 
prepared by Filmotype Sales Co., 
New York. All fonts shown in the 
48-page booklet are intended for 
use with the Filmotype machine, 
which may be rented or purchased. 

The catalog groups fonts into six 
categories: gothics and Futuras; 
Romans; flat serifs; scripts and cur- 
sives; casual brush styles; and mis- 
cellaneous (including ornamented 
and shaded letters). Sizes range 
from 12 to 144 pt. 

Fonts are prepared on film reels 
for insertion in the Filmotype ma- 


| chine. Each letter to be printed is 


exposed separately until the desired 
heading is completed; then the 
finished copy is developed and cut. 
It is then ready for reproduction. 

All fonts shown in the catalog are 
priced at $12 each. 
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| Scope of Cold Type 
| Shown in New Booklet 


A 32-page booklet with specimen 
cold-type methods 
serves to introduce the range of op- 
erations of the Science Press, Lan- 


caster, Pa. As its name _ suggests, 
the press began as a specialist in 
scientific books. It has expanded 
its facilities, mainly in cold type- 
setting, and now produces general 
as well as technical publications for 
its clients. 

Sample pages, which make up 
most of the book, were set on the 
Vari-Typer, Justowriter and IBM 
typewriter. Because the company 
limits itself to composition, offset 
reproduction is completed  else- 
where. Among the materials set by 
the press are straight texts, stamp 
catalogs, tax guides, indexes and a 
variety of scientific tables. 

The company provides editorial 
services, if desired, in addition to 
its typesetting, photographic and 
production facilities, 
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15 Typefaces Added 
To Fotosetter Library 


Advance proofs of 15 new faces 
being added to the Fotosetter li- 
brary of types are available from 
Intertype Corp., Brooklyn. Shown 
in the three pages are Bodoni Mod- 
ern, Cornell, Cornell Italic, four ad- 
ditional weights in the Futura series 
and three additions to the Gothic 
series. 








NEW Subscription Order Form 


Please enter immediately my subscription to 


Advertising Requirements 


for [ 3 years (36 issues) at $6 No extra postage for Canada or Pan Amer- 
1 year (12 issues) at $3 ica. Add $2 a year for foreign postage. 


|] Payment enclosed [| Billmy firm [| Bill me 
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Firm 


[] Home, or 
[] Firm Address 


City 


Nature of Business 





* 200 E. Illinois St. * Chicago 11, I. 





FIRST CLASS 


Permit No. 95 
(Sec. 34.9, P. L. & R.) 
CHICAGO, ILLINO!S 


BUSINESS REPLY CARD 
No Postage Stamp Necessary if Mailed in United States 


—POSTAGE WILL BE PAID BY— 


Advertising Requirements 
200 EAST ILLINOIS STREET 
CHICAGO 11, ILLINOIS 





No, Sir!! No lightweight at all...for getting atten- 
| tion’. . . for giving a direct mail piece a classy feel 


and appearance... for making a folder, broad- 


A side or brochure stand out in a crowd. And what's 


more important ... when you're competing for a 


ee prospect’s time and money? The experts agree. 
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is Nothing’s more important than FIRST... get- 
' And Millers Falls Cockle Finish Onion Skin can 
: do just that for your direct mail . .. get attention. 


This thin 25% cotton fibre paper can also help on 
postage. Did you know that 11 sheets of 9 Ib. 
Onion Skin, size 84” x 11", weighs less than an 


_ ounce .. . will mail for a 3¢ stamp? Compare that 


to a 60 Ib. book paper. You could only mail 4 
sheets for three cents. 


So specify Millers Falls Onion Skin when plan- 
ning your next bill or package insert, product 
folder or circular. Design your piece with a french 
fold. Have your artist develop some colorful, 
swanky line art. It will reproduce like a million 
dollars either letterpress or offeet. Available in 
white and six colors. 


And speaking of printing processes, we've pub- 
lished a little booklet ...“A One Lesson Course 
on Onion Skin” which outlines how to handle 
Onion Skin. It’s something your printer will 
appreciate having ...something you'll need if 
you're going to use Onion Skin to best advantage. 
Use coupon on other side of this sheet or write 
on your business letterhead. We'll mail you a 
copy at once, along with a sample book of our 
complete line. 


Nation’s First Manufacturer of 25% Cotton Content Onion Skin 


’ Millers Falls Paper Company 


Millers Falls, Massachusetts 





ea wrth: Millers Falls 


Se 
to answer questions, supply you with samples and dummies, consult with your printer. 
Call him now. He’s just a phone call away. 


ALBANY, DENVER, COLO. 
fiussan Valley Paper Co., Tel. 4.9138 Phage ocgathmadhan ss 


ee tes Ulin. Tel. 7-6883 meat Con Tol. #4281 
Or ynaman Patrick Paper Co,, TA $2261 
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Millers Falls Paper Company 


Send me samples and sample book of Millers Falls Onionskin 
--- all 3 finishes, please ...cockle, glazed and smooth. 


a Sip, cccinctinigpdéatasigebhadsligiihibtisnten 


. And by all means, send the booklet entitled, ‘‘A One Lesson Course in 
Onionskin"’. | want to know more about how to handle this paper. 


Printed on Millers Falls Onion Skin, Tuscan, Cockle, Sub. 9. 





Also illustrated are Biltmore, Em- 
bassy (a script) and Century Bold. 
Light weights of Futura 18 pt. ad- 
vertising figures are featured. These 
are available with Size “C” top 
aligning figures. They combine with 
matrices from regular 8 and 12 pt. 
basic fonts, the company announces, 
and are suitable for rapid setting of 
grocery, drug and department store 
advertising. With them, direct set- 
ting of figures up to 54 pt. can be 
produced on the Fotosetter line 
composing machine. 

The advance proofs, size 84x11”, 
can be inserted in a notebook or 
filed for future reference. 
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‘Homespun’ Sans Serif 
Shown in New Folder 


“An American sans serif with 
homespun appeal” is the billing giv- 
en Trade Gothic in a new specimen 
folder prepared by Mergenthaler 
Linotype Co., Brooklyn. The folder 
shows the typeface in two weights, 
light and bold, and in three ver- 
sions: regular, condensed and ex- 
tra-condensed. A complete range of 
sizes from 6 to 14 pt., including odd 
sizes, is available. 

Linotype calls Trade Gothic a 
“plain American” face because it is 
less stylized than its European sans 
serif series, Spartan. Legibility and 
clarity are retained even in small 
sizes such as 6 and 7 pt. The new 
face has found widespread use in 
newspaper and magazine advertis- 
ing. (For a brief illustration of 
Trade Gothic, see AR, September 
1956, p. 80.) 

In condensed form, Trade Gothic 
comes in a range from 6 to 24 pt., 
while the extra-condensed is offered 
in 6 through 36 pt. Character-per- 
pica counts and alphabet lengths are 
included in tie folder. 
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Trademarks in Cold Type 
Offered by Cello-Tak 


Trademarks, logotypes, and other 
symbols and designs that are fre- 
quently used can be produced to 
individual specifications in trans- 
parent acetate sheets, according to 
a recently issued catalog from Cel- 
lo-Tak Lettering Corp., New York. 
Copy for this cold type composi- 
tion can be prepared actual size or 
twice size. The price for a minimum 
order of 50 sheets, prepared in 
black and white, is $2 per sheet. 

Letters can be spaced, curved, 
staggered and, if desired, over- 
lapped. To simplify the preparation 
of captions, hundreds of the most 








because you asked for it: 
NOW 


VENUS LIGHT 
CONDENSED 


A NEW MEMBER 
OF THE VENUS FAMILY 


when space is 

at a premium 

—get the Venus look 
with this light 
condensed face 

of the future 


AVAILABLE FROM 

6 10 66 POINT 
SPECIMENS 

ON REQUEST 

FROM YOUR 

BAUER TYPE DEALER 


BAUER Alphabets, Inc. 


235 East 45th Street - New York 17, N.Y. 
OXford 7-1797-8-9 
This ad is set in Venus Light Condensed. 


Just What 
the Art Director Ordered! 


Here Type Can & SERVE You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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NEW SADDLE STAPLER 
FOR DUMMY WORK 


This rugged, compact machine makes sad- 
dle stapling of dummies quick and easy. 
No need to interrupt the work on your 
stitcher or to wait until it is free. 


Handles jobs of 8 to 128 pages with width 
up to 12 inches. Uses same staples as your 
BB office stapler. Ask your stationer, phone 
your local Bostitch representative, or write. 


BOSTITCH 
336 Mechanic St. ®© Westerly, R. I. 


NO TYPE USED 


HONEST INJUN ! 
This ad was set with- 
out a single piece 
of metal type! 


... Using streamlined FOTOTYPE for 
display and JUSTI-TYPE Stretchable 
Paper for body copy, a revolutionary 
new innovation that justifies copy in 
only one typing. This time-tested com- 
bination means important savings to 
you on ads, catalogs, house organs, 
etc., to be reproduced by offset, zincs, 
or silk screen. 64-page catalog free! 


1413 ROSCOE STREET 
CHICAGO }3 


a" ‘. . ° 
AR’s 21,000 Circulation is 
Hand-Picked for Buying Power 
Nowhere else can you get such cov- 
erage, so carefully tailored and so 
precisely directed to buyers of adver- 
lising services, materials, equipment, 

supplies. 


Get in AR! 





“You get better local or national 
press clipping service by using a 
bureau with just one office—where 
there is no delay instructing those 
who do the clipping.” 


Est. 1888 
PRESS CLIPPING 
pig; «ss BUREAU 


165 Church Street, New York 7, N. Y. 
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commonly used words and combi- 
nation units are now ready in 
sheet form. A complete word set, 
consisting of four sheets, is priced 
at $5. 

These acetate letters can be used 
to prepare copy for offset, letter- 
press and screen process printing. 

A sample of Cello-Tak is included 
with the catalog. 
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‘Justi-Type’ Puts Stretch 
Into Photo Type Lines 


Type may not be elastic, but a 
new stretchable paper developed by 
Fototype Inc., Chicago, adds “give” 
and flexibility to photographic al- 
phabets and typefaces and saves 
layout time. The new paper, Justi- 
Type, permits a typist to prepare 
justified copy for offset reproduction 
at the first typing. No special type- 
writer attachments are needed in 
order to obtain a flush right-hand 
margin with this new “type 
stretcher.” 

The paper is a treated sheet with 
a flexible base laminated lightly to 
a pressure-sensitive backing sheet. 
Evenly spaced horizontal cuts are 
made only in the top layer of paper 
and are keyed to the ratchet travel 
of most standard typewriters. The 
typist merely sets the sheet in her 
machine so that the first line falls 
within the die cut area. 

In typing justified copy, she will 
find that many lines fall exactly on 
the predetermined right-hand mar- 
ginal line. Where lines fall short of 
this, the typist merely goes right on 
to the next line, and so on down the 
page. When completed, the typed 
sheet is removed from the machine 
and the lines that are short are 
lifted up and stretched to the right 
sufficiently to align with the right- 
hand margin. 

Additional details on this new 
paper are offered. 
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Second Idea Art Book 
Sparks Fresh Layouts 


“Top-flight Madison Avenue” art- 
ists are on tap in the second port- 
folio from Idea Art, New York, 
company spokesmen proudly state. 
Like its predecessor, this book com- 
bines art with copy suggestions to 
spark fresh and interesting ad and 
editorial layouts. More than 100 il- 
lustrations, all new, are included in 
the folio. 

The new book differs from the 
first edition in several ways: 


® Greater variety of art styles, with 
the work of five artists included. 


® Cue sheets, with suggested appli- 
cations of the art, are provided. 


@ More group subjects are treated. 


e A thumbnail, illustrated 
helps to locate art quickly. 


index 


® Use of Hamilton Starwhite cover 
stock gives these art reproductions 
the verisimilitude of originals. 


Priced at $25, the second edition 
comes in a multi-ring plastic binder. 

A sample page is offered, with 
additional details on the Idea Art 
service. 
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Microfilm Model Films 
Two Pages at Once 


A compact, duplex microfilm 
camera that photographs both sides 
of a document simultaneously has 
been produced by Remington Rand 
Division of Sperry Rand Corp., New 
York. Readily interchangeable 
lenses are available for 25 to 1, 35 
to 1, and 42 to 1 reduction ratios. 
At the 42 to 1 ratio, the Film-a- 
Record Model 11 can photograph a 
greater number of documents per 
roll of film than any other microfilm 
camera now available, the manu- 
facturer states. 

The unit has a 12” throat and 
doubles 16mm film capacity by film- 
ing up one side and down the other. 
Full operating controls, warning 
buzzer and indicator lights make 
for ease of operation, the company 
reports. Light intensity is adjust- 
able via a single Colorstat control 
for proper recording of various 
types and colors of documents. 

Film capacity is 250 feet of 16mm 
film, which can be loaded in day- 
light. Automatic feeding equipment 
and document stacker are available. 
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NEW ELECTRONIC OVEN 


Outdoor Poster . 


One of a series of photographic posters 
that covered St. Louis, its production costs were saved by using 


the same color plates, although different colors, on each of 
the three. Photographs were blown up from 8x10’ negatives. 


Spectacular in Three Media 


How Union Electric Co., St. Louis, made new impact on its 


market by combining the spectacular approach in three 


media — television, newspapers and outdoor advertising. ® 


By Mildred Weiler 
AR St. Louis Correspondent 


An advertising program designed 
to combine consumer appeal, insti- 
tutional selling and dealer mer- 
chandising usually presents a knotty 
problem. The effort to make ads 
stand out from the crowd of com- 
petitive advertising usually ties the 
knot even tighter. 

In the past, Union Electric Co. 
of St. Louis, used several parallel 
ad campaigns to meet these three 
objectives. This fall, the company 
with its ad agency, Gardner Ad- 
vertising Co., St. Louis, broke with 
tradition and applied the spectacu- 
lar format to one over-all program 
to meet all three objectives. 

This gave the company several 
advantages: 


® Greater impact through the spec- 
tacular format. 


® Greater reader attention in com- 
petition with many smaller ads. 


© Greater life to the electrical liv- 
ing theme in the minds of consum- 
ers, due to increased impact and 
frequency. 


® Greater dealer acceptance and 
more frequent acceptance of tie-ins. 


@ Greater savings through fringe 
benefits in production costs. 


A regional campaign designed to 
sell electricity and appliances in 
the greater St. Louis metropolitan 
area, the campaign consists of three 
phases: 


e A monthly one hour mid-evening 
tv show, titled “On Stage in St. 
Louis,’ with Ted Mack as emcee 


e A series of three-page “spectacu- 
lar” newspaper ads 
@ 24-sheet posters 

The over-all program combines 
the company’s institutional and 
residential sales campaigns into one 
impact program designed to sell 


company good will and the theme 
of the campaign “Live better 
electrically in your world of tomor- 
row today.” 


’ The spectacular approach to the 
newspaper advertising consists of a 
full-color page followed by two 
black and white pages in the metro- 
politan daily newspapers. Use of 
the full-color page, plus two black 
and white pages, automatically as- 
sured the company of page one of 
a section. A section, it followed, al- 
so suggested opportunity for a lot 
of editorial copy supplied by ap- 
pliance editors of the newspapers. 
Result, the “live better electrically” 
ads became a section of its own with 
dealer tie-ins in the same section. 
Dealers plugged their own trade- 
marked appliance merchandise. 
Full-page, black and white adap- 
tations are also run between edi- 
tions of the spectaculars to maintain 
continuity. Adaptations in black and 
white will be run in 30 weeklies 
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Photoengravings for Letterpress, Positives for Gravure 


¥ Couns, Mier & Hourcuines, INC. 


333 WEST LAKE STREET AT WACKER DRIVE 
CHICAGO 6, ILLINOIS 






“Over 150% more profit with 
this Tension Creative- 
Designed Envelope” 


says Dean H. Doyle, Pres., 
Doyle Stationery, Inc. 


Mr. Doyle writes—’’We tested your Creative 
Design envelopes against our regular white 
envelope with a black corner card. All en- 
closures were the same. The Creative Design 
envelope produced over 150% more profit 
per thousand than the names mailed in our 
regular envelope.” 











FREE SAMPLES! 


Send us samples of your present mail- 
ing(s)—we'll send you a selection of 
envelopes that have proven ‘PULL 
POWER”! No obligation. 
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TENSION ENVELOPE CORP. 


Cee Mean le 
Vue of TENSION 
Creative Design ENVELOPES 


Creative Design can get more 
mail opened for you, too! 


Tension Creative Design “commands” at- 
tention for your mail. Makes it stand out 
—gets it opened. It works wonders for 
return envelopes, too. Provides an extra 
“nudge” to bring back more orders. 






815 East 19th St. 
Kansas City 8, Missouri 


The tectce are eondiicted with 












throughout the Union Electric ter- 
ritory. 

Maximum eye appeal of the 
newspaper spectaculars was at- 
tained by use of Bista mats from 
which the curved stereo for news- 
paper printing is made. This assured 
accuracy in register and a better 
printing job. 


> On the 24-sheet posters, the same 
theme is carried out by using a 
news bulletin type of design. Three 
different poster designs are sched- 
uled to be shown simultaneously. 
Each design is posted in one-third 
of the billboard showing, which has 
been divided into north, south and 
west sections of the city. At the end 
of each month, these designs will 
be rotated within the showing and 
will appear in a different section of 
the city. 

The news bulletin idea is devel- 
oped by having the right hand side 
of each poster carry the same type 
message: “The World of Tomorrow 
Here Today . Live Better Elec- 
trically.” 

The larger left-hand side of each 
poster shows a black and white 
news photo of an appliance with 
demonstration of its use. Produced 
in two colors, one poster is in yel- 
low and black, the second in blue 
and black and the third in pink and 
black. Halftone illustrations are 
black. Color is on the type side of 
the poster. 

Since all were produced at one 
time, a saving accrued to the 
company. With the same message 
on the right-hand side of each of 
the three posters, the same color 
plates could be used for each poster. 

Every three months a new set of 
three posters will be introduced on 
the same rotating basis. 


> Black and white illustrations of 
the appliances have an unusually 
high degree of sparkle and detail. 
For going from 8x10” black and 
white photographs to 24-sheet post- 
er size, the production department of 
Gardner Advertising Co. consid- 
ered only good contrasty photos. 
Next the photographs were sub- 
jected to careful retouching to in- 
tensify the black and lighten the 
highlights in each picture. To gain 
further depth and a sparkle a gray 
plate was used under the black to 
give desired effect on poster No. 1 
which shows a girl in front of an 
electronic oven. With composition 
of the picture almost evenly divided 
down the middle it was possible to 
use the gray only on the portion 
of the picture which showed the 
girl. The carefully retouched appli- 
ance portion of the picture stood 
alone on the black. 
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Color Newspaper Ad. . . A full-page ad 
started off a three-page section which 
contained editorial material on living 
electrically, plus dealer tie-in ads. 


> Format of the three tv spectacu- 
lars this fall is designed to create 
community interest by featuring 
celebrities who once lived in St. 
Louis, plus amateur St. Louis talent. 
The emcee for the show is Ted 
Mack, a man who is famous for 
helping unknowns rise to fame and 
whose national popularity is perpet- 
uated by his natural sincerity. 

The telecasts of “On Stage in St. 
Louis” were given at 8 p.m., Oc- 
tober 17; at 8:30 on November 20; 
and 9 p.m. December 13, and, in the 
picturesque words of Variety, clob- 
bered competition. Placed against 
such formidable opposition as Red 
Skelton and “$64,000 Question,” it 
placed a good first in local competi- 
tion. Initial success was so great 
that Union is considering continuing 
the series beyond the original three 
shows that were planned. 


> Union Electric dealers, invited as 
special guests to the first of month- 
ly tv spectaculars staged in St. 
Louis, heard Ted Mack, emcee for 
the shows, tell them about the en- 
tire UE advertising campaign in a 
40-minute pre-show sales confer- 
ences. He told dealers about the 
entire ad campaign, described the 
spectacular newspaper ads and 24- 
sheet posters and showed the prod- 
ucts the company will advertise. 

Along with his informal sales talk 
to dealers, musical numbers and 
acts were used to drive home the 
live better electrically theme and 
encourage dealers to cooperate in 
the campaign. 

The one-hour telecast, which fol- 
lowed, included 14 professional and 


non-professional acts. The show was 
produced by the Ted Mack organi- 
zation, which auditioned some 650 
acts in the St. Louis area, involving 
more than 2,500 persons who 
showed up for auditions. 

Within three days after the show, 
Union Electric received mail and 
phone requests for more than 6,000 
tickets, against a seating capacity 
of 3,500. 

The show was measured by a 
telephone coincidental using the 
Hooper, and showed a rating of 
48.7, with 60.9 sets in use at that 
time; 76% of homes called during 
the telephone study correctly iden- 
tified the sponsor. 


> Display window cards and win- 
dow streamer announcements, one 
for each of the tv shows, were also 
sent to dealers. The day of each tv 
spectacular, daily newspapers car- 
ried full-page ads announcing the 
show. 

Ted Mack also gave advance pro- 
motion to the telecasts on his own 
show. 


> A spectacular format for an en- 
tire ad campaign could loom big in 
terms of dollars as well as impact. 
Union Electric, however, kept its 
1956 ad budget intact by combining 
its product ads originally sched- 
uled for the rest of the year and re- 
placing them with the spectacular 
type ads timed to also tie in with 
Edison Electric Institute’s promo- 
tional calendar, and in addition 

plugs living better electrically. 
Union Electric is accomplishing 
the tv spectaculars by discontinu- 
ing a 30-minute weekly film show 
for the last 26 weeks of the year, 
shown on Saturday nights, at 9:30. 
The new campaign, according to 
Mr. McAfee, stems from a decision 
to concentrate the ad dollars rather 
than split them into several parallel 
campaigns. This, he believes, is a 
new approach to the job of selling 
electricity and electrical appliances. 
44 


Underwater Color Series 
Offered by Guild Films 


Distribution rights to “Kingdom 
of the Sea,” the first underwater 
series to be produced in color for 
television, have been announced by 
Guild Films, New York. 

The program consists of 39 half- 
hour episodes depicting the lives of 
the creatures existing in the depths 
of the ocean. In addition to showing 
seldom-seen inhabitants and vege- 
tation, the series also portrays sur- 
vival battles between the = skin 
divers or cameramen and _ sharks, 
eels, etc. 

The star of the film is Col. John 
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D. Craig, world adventurer and 
author of “Danger is My Business.” 
Col. Craig was in charge of motion 
pictures at the Bikini atom bomb 
tests, and brings this part of his 
training to “Kingdom of the Sea” by 
showing the effects of nuclear blasts 
on underwater life. 

The film is also available in black 
and white. 44 


French Spots Come 
Before U. S. Eyes 


American television screens will 
soon see some of the Gallic wit and 
vivacity for which Paris is so well 
known, according to the plans of 
producer Alfred Bloch, Paragon 
Pictures, Evanston, Ill. Paragon is 
now able to offer to American ad- 
vertisers commercials produced by 
French animator Andre _ Sarrut, 
well-known in Europe for his 
theater advertising shorts and tv 
spots. He has worked with clients 
in England and Italy, as well as in 
his native France. 

Making a commercial in Paris is 
little more difficult than production 
in the United States, Mr. Bloch 
points out, with air transport as 
rapid as it is. Leadtime is about a 
month from original idea to deliv- 
ered film, and the storyboard can 
be approved either in the United 
States or at the Paris studio. De- 
livered 


prices are approximately 
10% lower 


than normal, which 
leaves room in the budget for the 
longer flight. 

First American sponsor to take 
advantage of the new arrangement 
has been McLaughlin’s Manor 
House Coffee, which has had a 
series of commercials for the Chi- 
cago area produced in France 
through Paragon. 44 


Producer Runs Pretests 
On Product Commercials 


Can a television advertiser gage 
the potential effectiveness of his 
new commercial? Keitz & Herndon, 
Dallas film producers, feel the an- 
swer is “yes” providing the com- 
mercials are subjected to the criti- 
cisms of the same group for which 
they were produced. 

In accordance with this thinking, 
the motion picture company turns 
its new commercials over to South- 
west Research Inc., Dallas, for pre- 
testing before consumer panels. 

Members of the panels are se- 
lected from local civic, church and 
social groups, but age and sex of 
panel participants depends upon the 
product whose commercials are to 
tbe pretested. 
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The tests are conducted with 
slides or filmstrips reproduced from 
the original storyboard drawings, 
and a tape-recorded sound track. 

A director and projectionist are 
provided by the research organiza- 
tion for each consumer opinion 
panel, and varied questionnaires, 
employing depth techniques, are 
completed by the panel members. 

A minimum of 100 completed 
questionnaires is obtained for each 
commercial testing, but no one 
group judges more than six screen- 
ings since response is reported to 
become stale after this number. 

Keitz & Herndon calls its new 
client service “insurance” and feels 
strongly that the consumer panels 
not only tell if a commercial is ap- 
pealing to the viewing audience for 
which it was produced, but often- 
times points to spots in the com- 
mercials where changes should be 
made for more effective selling. 

In addition to testing the newly 
produced films, the panels are also 
being used for testing the appeal of 
commercials already in use. 44 


TV Station Checks Pull 
From Set of TV Show 


By simply installing a telephone 
on the set, station WGLYV, in Easton, 
Pa., has managed both to delight 
its small-fry audience and to give 
the sponsor an instantaneous check 
on the listener pull of the show. 

The star of the show — a lovable, 
“pooch”’-type of actor calls the 
stations’ newest innovation Tele- 
phone-A-Vision and invites all his 
fans to call him. 

When the youngsters phone, Pert 
steps into a special booth and has a 
heart-to-heart chat with his fan, 
while the child who is calling actu- 
ally sees Pert via his own tv set. 


New Lund Key Holders 
Available as Premiums 


Fine for the premium field is a 
hanging key holder designed to give 
a complete key system to homes, of- 
fices, schools, motels, garages, etc., by 
Lund Equipment Co., Brecksville, O. 

A five-key unit, each holder meas- 
ures 1 5/16x7144” with space for a 
company name, address, etc., above 
the five key hooks. Made for attach- 
ing to the wall the key system can 
become as large as the user desires 
by placing additional holders end to 
end or one above the other. 

Packed in a transparent pyroethe- 
lene sealed envelope, each holder 
comes with tags and brass bead key 
chains. 


Units without advertising imprints 
are priced at $11.40 per dozen. Prices 
for units with imprints will be fur- 


able. 


+ «+ for more details circle 618, page 97 


Sales Incentive Book 
Lists ‘What Mom Wants’ 


Feeling that while father might 
win the incentive prizes, it’s mother 
who selects them, Maritz Sales 
Builders of St. Louis, titled its new 
incentive Prize book, “The House 
That Prizes Built.” 

The decision to emphasize items 
for the home in its new book was 
reached by the company after a 
survey showed that 80° of the 
items selected by incentive winners 
are for the family. 

A total of 1,500 items are de- 
scribed and illustrated in the 64- 
page book. 


. .. for more details circle 619, page 97 





Folding Binoculars 
item developed by Taylor-Merchant, de- 
signers of original ‘‘stereo’’ viewers, fea- 
tures long-range binoculars that fold in- 
to a wallet when not in use. 


New premium 


New Folding Binoculars 
Enter Premium Field 


Based upon the stereo viewer de- 
sign, a three-power magnification 
binocular that folds into a wallet 
has been introduced by Taylor- 
Merchant Corp., New York. 

The unit is reported to have op- 
tically perfect glass lenses and a 
built-in focusing device that ad- 
justs to individual eyesight require- 
ments. 

It is constructed of lightweight 
but resilient manila and folds into 
a simulated leather wallet which 
can be imprinted with an advertis- 
ing message or company name. 

The complete unit retails under 
one dollar. Additional information 
is available. 


- + + for more detgils circle 620, page 97 
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American Aviation Publications wanted 5,000 paid subscriptions 


for a new magazine in a month and a half; direct mail was 


the only way to get them, and here’s how it was done! 


By Larry Brettner 
Circulation Director 
American Aviation Publications 


Washington 
Three major direct mail cam- 
paigns, which broke through the 


barriers of preconceived rules, re- 
sulted in over 5,000 paid orders to a 
new business publication. This was 
accomplished prior to actual publi- 
cation date. Well over 6,800 orders 
were received in time for the sec- 
ond issue, and 7,800 before the 
third! 

This is the record shown by 

American Aviation Publications’ 
new monthly Missiles and Rockets, 
Magazine of World Astronautics, 
which was “launched” in October 
1956. 
The production notes and cost data 
given in this article were prepared by 
Frank R. Williams, list and production 
supervisor for American Aviation Pub- 
lications. 


Normally, the records show, it 
takes a business publisher an aver- 
age of two long years to discuss 
and consider a new publication be- 
fore it makes its bow to the business 
or industrial world. However, if the 
need exists and is’ recognized, 
there’s no sense in waiting. You just 
naturally do the publishing in some 
95 days’ time. 

Especially if the industry in ques- 
tion has shown a growth from $21 
million in 1951 to an estimated $1.3 
billion in 1957. 


> In early June 1956, the first plan 
for Missiles and Rockets was sub- 
mitted, and on June 25 editorial 
concept was approved. Fast, hard- 
hitting and factual direct mail be- 
came a necessity to obtain as many 
paid orders as possible and prior to 
publication. There was no past ex- 
perience to go on as to what to 
expect in the way of returns, be- 
cause this was a new magazine in a 
comparatively new industry. 


Because of this, it was decided to 
go contrary to the usual rules that 
have afflicted the direct mail pro- 
fession. There was a list-building 
problem to be licked; copy to be 
prepared and mailings scheduled 
beginning in August — when most 
people are supposed to be vacation- 
ing. 
> The market for Missiles and 
Rockets covered management men, 
engineering executives, production 
and purchasing leaders in the in- 
dustry and military in fields ranging 
from missile airframes and power 
plants, research and development, 
across the board to chemicals (pro- 
pellants), guidance and control sys- 
tems and the whopping big elec- 
tronics field applied to the missile- 
rocket industry and to satellite 
science 

The mailing list was compiled to 
fit the specific market and set up on 
Scriptomatic cards. Sources used in- 
cluded: American Aviation World- 
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Wide Directory; society member- 
ship lists and _ rosters; personal 
contacts within the industry. To 
this were added executives in the 
field, taken from lists already com- 
piled for selling other American 
Aviation Publications by direct 
mail. 

The compilation work took a crew 
of six and plenty of overtime to do 
a thorough job in a matter of five 
weeks. Duplications were _ also 
checked out as the various lists 
were merged in geo-alpha order. 
Careful attention was given to the 
industrial classification breakdown 
supplied by the research depart- 
ment, outlining the proper and best 
market for this magazine. 


> Mailings were planned for three 
stages .. . similar to a “three-stage 
rocket” . . folks are reading about 
these days, as the military prepares 
for Project Vanguard and the space 
satellites that will circle the earth 
in late 1957. 


> Stage #1 Mailing: Launched 
August 6, 1956 to 57,082 key pros- 
pects, plus key libraries, reference 
and research organizations and the 
top scientists engaged in the missile 
and rocket program for the U.S.A. 

Mailing consisted of three simple 
pieces, machine inserted into a 
monarch-size ‘“pennysaver” enve- 
lope. Envelope had a simple teaser 
that announced the new publica- 
tion. The letter was 714x10’”, three 
colors, and brief. Most of the accent 
in the letter was in the picture to 
emphasize the drama within the in- 
dustry. Main message was in a two 
side, two color circular (brown and 
black) describing magazine content 
and what it was, whom it would 
serve; editorial staff back of Mis- 
siles and Rockets and other per- 
tinent data. No special emphasis 
given to the charter subscription 
rates of $4 for one year, $6 for two 
years. Regular rates, which went 
into effect in October, were $8 for 
one year, $12 for two years. 

A bold, brave looking yellow- 
black charter subscription card with 
plenty of solid reverses was the 
third piece in the mailing. 

Production Notes: Letter — three 
colors. Rust-red, dark blue and 
black. Rust-red and black were 
picked up and used on the circular. 
This opened the way for work and 
turn on the press and cut press 
time and handling to a minimum. 
International 50-lb. offset stock 
used. Offset stock was 23x35’, al- 
lowing eight up with bleed on three 
sides of the letter. Artwork was re- 
duced, however, to allow ten up. 
Reduction was to  6-13/16x10- 
7/16”. 
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Stage No. 2... . This self-mailer, with 
built-in reply card, pulled enough re- 
plies to warrant use of Kromekote. 


The artwork on the card was used 
later on, with copy changes as to 
rates, as part of a two-piece de- 
scriptive folder to answer inquiries. 

Nine days after this Stage #1 
mailing, first returns arrived: 229 
orders. Since then the average has 
been about 100 orders a day. 


>’ Stage #2 Mailing: This second 
mailing had to be rushed and was 
scheduled for one month after the 
first campaign. The prospect list had 
been built, meantime, to over 90,000 
names aS more. rosters were 
checked and special compilations 
made. 

An offbeat size selfmailer was 
used — again contrary to some 
claimants who stated that subscrip- 
tions (particularly to business pub- 
lications) cannot be sold by this 
method. 

Size of the selfmailer was 9x12” 
and folded twice with built-in reply 
card, scored and perforated for 
easy tear-out. 


Most unusual and _attention- 
getting paper available at the time 
was 10-pt. Kromekote. More costly 
than index and card _ stocks, it 
proved to be a real puller. 

The phenomenally low list rental 
cost in this breakdown, as in the 
one given a little later, is not due 
to our having a secret source, but 
is a statistical illusion. Only a frac- 
tion of our mailing used rented 
lists, and when rentals are spread 
out over the entire mailing, this is 
what it comes out to. 

Every square inch of the self- 
mailer was used to gain maximum 
attention. Specific listing of contents 
was given and variations of the 
piece were printed to allow for 
changes of prices for overseas mail- 
ings. 
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By press time, the first week of 
October, 5,000 one and two year 
orders were in, with the bulk at 
two-year price. Highest returns in 
one day were 393 subscriptions, all 
by mail. 


>’ Stage #3: Mailing about 131,000 
key people. By this time two list 
compilation companies were busy 
obtaining engineering and other key 
names in the missile-rocket pro- 
gram with home addresses. The 
mailing included 4 pieces: 


1A (yellow-black) _ stating 
“In the event you are already a 
subscriber — please pass this on to 
a business friend or associate in the 
industry.” Many subscribers. did 
just this! 


slip 


2. A letter: 7x10%%” on 50-lb offset 
printed in black, blue and yellow to 
help create a fourth color effect of 
green. Theme was “After Project 
Vanguard — What? Will mice, 
monkeys or men the next 
space vehicles?” 


man 


3. Regular rate subscription card: 
5144x314” on 67-lb. Springhill Bris- 
tol. 


4. Miniature copy of Missiles and 
Rockets as. circular opened to 
15x15”. Folded to 5x334” on 50-lb. 
offset. Circular carried the brunt of 
the descriptive matter and also had 
an additional subscription order 
form as part of the back section. 
This form pulled quite a few orders. 
Other American Aviation Publica- 
tions were mentioned as a “rider” 
on the last portion of the circular. 


Production Costs 
First Mailing 


Presswork, ‘negatives 
and plates 

Bindery 

Art and type 


Reply cards, including 
keying : 

Mailing envelope 

Lettershop charges 
(including dome$Stic postage 
@ $15 and foreign at $20) 

Total $67.27 


Second Mailing 


..8 12.57 
3.59 
11.64 
10.00 
1.10* 
16.00 
10.00 


$64.90 


Art and 

Printing 

Addressing 

List rentals (s 
Postage 

Lettership Operations 


Total 


This campaign cost less per 
thousand to mail because of the in- 
crease in quantity and no envelope 
teaser was used. 


> This mailing boosted Missiles and 
Rockets away out. At this writing, 
the score shows over 7,800 orders 
paid and more than 50% of the total 
distribution of 13,001 copies. Appli- 
cation for second class has been 
made. The post office remarked this 
was some sort of record for filing — 
after one issue. 

Another means of using direct 
mail to bring in orders was the use 
of a special insert card in the first 
issue. This purple and yellow card 
was included in the magazines sent 
out as samples. Copy said: “This is 
your introductory copy of the first 
issue of Missiles and Rockets. The 
Editors and all of the American 
Aviation Publications’ worldwide 
editorial staff hope you enjoy and 
profit from this first independent 
publication of its kind 
receive it each month . . you are 
invited to become a Charter Sub- 
scriber.” 

This was an_ application § of 
“mixed” mailings and payment was 
made to the post office of 2c for 
each card. Inquiries about the mag- 
azine poured in and were answered 
individually by form letters. 

It is important to note that color 
played a big part in getting returns, 
since color should never be under- 
estimated in planning direct mail 
that pulls. 
> So far a heartwarming 4.5% re- 
turn has come in from the first two 


(per thousand) 
Third Mailing 


Letter 

Printing 3.65 
1.54 
2.86 


Paper 
Art 
Circular 
Stock : 1.69 
Mei a : 62 
Printing ... 4.16 
Return envelope 3.46 
Reply Cards 

eer tS 92 
Art Satkicg nie A2 
Printing 3.82 
Keying 2.00 
Lettershop 
Addressing 
Inserting 
Postage 
Sorting 
Rentals é 2.55* 
Total $62.69 


*See explanation in discussion of 
Stage # 2, opposite page 


11.50 
5.00 
16.00 
2.50 


mailings. Similar results are ex- 
pected from Stage #3 mailing and 
others. A fourth mailing will use 
the theme that this industry is 
really getting “hot” and will use a 
fresh application of the burned edge 
letter at the top of the letterhead. 

The ancient remark of fulfilling 
the need and using imagination in 
direct mail has again proven to be 
correct in circulation gained. 
Advertising as well — over 85 
pages for the first issue. 44 


Flash Bulletin Sheets 
Offered as Samples 


Samples of bulletin sheets em- 
bellished with cartoon figures and 
humorous. sayings for sales 
“thought-starters’ are _ available 
from National Creative Sales Inc., 
New York. 

The sheets are 81x11” in size, 
printed in four bright process colors 
and many have clever headlines in 
modern lettering styles. The ideas 
on the bulletin sheets range from 
“lesson for today,” to “now’s the 
time,” to “mind if we just talk 
plain?” plus many others. 

While this particular medium has 
long been a popular one with sales 
managers to catch the salesman’s 
attention, the company suggests the 
“thought-starter” bulletin sheets as 
a method of attracting interest in 
letters or announcements to mailing 
lists, or for use as circulars, house 
organ covers, throw-aways or post- 
ers. 


- . . for more details circle 602, page 97 


Unusual Mailing Piece 
Features Prospect’s Ad 


Using the customer’s own ad to 
attract attention to its mailing piece, 
North Shore Nameplate Inc., Bay- 
side, N. Y., has been having almost 
phenomenal with a 
page direct mail folder. 

Designed by E. T. Turney Jr., 
president of the company, the folder 
has a picture of Mr. Turney clipping 
an ad from a magazine. Above the 
picture is the beginning of a letter, 
in simulated handwriting, 
runs over to page two. 

In a 
copy 


success four- 


which 


straightforward style, the 
“When I read about 
your product, I started wondering 
if you can 
Therma-Cal anodized and 
etched aluminum foil nameplates. 
Did you know they adhere to all 
surfaces, even crinkle finishes with- 
out using fasteners?” 

The letter two, 
and page three opposite it contains 
a tipped-in advertisement of the 


reads, 


reduce costs with our 


color 


finishes on page 
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You 
Mail? 


MARIE 
FEE-MAIL 
FOR YOU! 


A mighty small 
Marie's mighty fast, efficient, com- 


fee, too, for 


ple te 


Marie has been handling all mail- 
ing details for a wide variety of 
clients for more than 25 years 
—multigraphing, multilithing, 
mimeographing, automatic typing, 
addressing, ete. Also addresso- 
graph and hand-list maintenance. 


mailing service 


She will give you fast, accurate 


service by messenger or mail. 
Work mailed for you (or delivered 
to you) right on time. 

For nformation 


service, prices, etc., 
just write or phone Marie at... 


The Seller C Ly Ine 





31 SouTH DEARBORN STREET 
WABASH 2-8655 


Cuicaco 5, ILL. 





NATURAL COLOR 
POSTCARDS 


MADE ONLY BY COLOURPICTURE 


AT NEW LOW PRICES!! 


Plastichrome’), winner of the Lithographers 
National Assoc. Award for 3 straight years, is 
unequalled for quality, true-to-life'’ color dnd 
they're backed by the foremost manufacturer of 
postcards in the world. They offer unlimited 
possibilities for product promotion and mer- 
chandising of your advertising campaign. A 
must for dealer promotions. Made from trans- 
parencies — COST LESS THAN Ic EACH. 


Also available are jumbo size 
self mailers, king s#ze cords, 
brochures, and broadsides. All 
in beautiful natural color 
Use genuine Plastichrome'}) 
postcords —- made only by 
Colourpicture 


no card 
as Plastichrome 


Remember, there is 
“just as good 


Write for complete information, 
samples and new low price list. 


COLOURPICTURE PUBLISHERS, INC. 


390 NEWBURY ST., BOSTON 15, MASSACHUSETTS 
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prospect's product that has been 
clipped from a consumer or business 
magazine. 


Also on page three, under the 
prospect’s tipped-in advertisement, 
is a detachable, prepaid business re- 
ply card which offers a choice of 
samples, quotations, or a consulta- 
tion with a salesman. 


> The key to this mailer’s pulling 
power, according to the company, 
is not only the prospect’s own ad 
but the fact that somewhere in that 
ad must be pictured either a riveted 
metal nameplate, a decal or a 
painted label that makes the com- 
pany advertising a logical prospect 
for North Shore Nameplate. 
Several shortcuts are used in the 
preparation of the mailers. For in- 
stance, a clerk handles the clipping 
and mailing details. But probably 
the most important is the elimina- 
tion of time spent searching for the 
name of the proper executive. 


> Banking on the novel appeal of 
the folder, North Shore merely ad- 
dresses the envelope to “The Top 
Man.” 

“Nine times out of ten,” says Mr. 
Turney, “it gets to the right person, 
and even when the chief executive 
is not himself involved with that 
department, he usually is intrigued 
enough to see that it gets to the 
right party.” 

Aside from printing and mailing 
costs, North Shore Nameplate fig- 
ures the cost of each unit to be 
about five cents each, which in- 
cludes the cost of labor, clipping, 
list-keeping, etc. 

In return for this expenditure and 
a clever idea, the company now has 
a directly-slanted mail piece that is 
showing a profit in customer-ac- 
counts and customer-conversation. 

44 


Giant Mailing Pieces 
Use Collotype Photos 
To impress upon engineering ex- 


ecutives the extent and reliability 
of its services, the Teller Co., But- 


ler, Pa., developer of specialized 
engineering equipment, has_ been 
sending 15x19” four-page folders 


to a carefully selected mailing list. 

The series, planned by Lando 
Advertising Agency, Pittsburgh, 
has been given the title “Great 
Photographs of Mankind’s Great 
Engineering Achievements.” Each 
contains, in its inner fold, a fine 
picture of striking beauty and im- 
pact. With the message on the left- 
hand page of the folder, the pic- 
ture is suitable for framing. 


One of the challenges was to ob- 


tain good photographs. After a 
two year search, only five were 
considered of high enough quality 
to be included. The first two sent 
out were of Hoover Dam and of 
an open hearth furnace. 


In order to obtain fine reproduc- 
tion at an acceptable price with a 
2,000 run, collotype was used, Fur- 
ther economy was obtained by run- 
ning the folders two at a time. 
Fredrick Photogelatine Press Inc., 
New York, handled the printing, 
on Hammermill Cover stock. 44 


Calvert Uses Direct Mail 
For Tavern Owner’s School 


The first correspondence school 
for tavern owners was launched re- 
cently by Calvert Distillers Co., 
New York, in an effort to improve 
overall sales of its products at one 
of the major outlets. 


Called “Successful Management 
of Bars and Taverns,” the course 
will consist of ten units covering 
the important areas of a tavern- 
man’s business from customer rela- 
tions to controlling costs. 

The course is free and tavern 
owners are enrolled by contacting 
their Calvert-Carstairs representa- 
tives. On completing the course, 
each owner will be awarded a 
plaque to hang in his tavern cer- 
tifying his capability to render the 
best of service. 

According to Calvert, the course 
was written by the tavernmen 
themselves, since it is the result of 
interviews with the country’s most 
successful tavern owners. 44 


Membership Roster 
Issued by MASA 


To bring the membership listings 
up to date, the Mail Advertising 
Service Assn. Intl., Detroit, has is- 
sued a complete roster showing list- 
ings as they stood at the end of Oc- 
tober, 1956. 

The roster, running in two col- 
umns of a 6x9” booklet, gives the 
company name and address. 

An additional feature of this 
year’s listing is a key to services 
provided by members. It has been 
included so readers needing direct 
mail advertising created and pro- 
duced or mailing lists will have a 
complete buyer’s guide for the field. 

More than 1,000 direct mail shops, 
list houses, counselors, and other 
professional creators and producers 
of direct mail are listed in the 
roster. Free copies may be obtained 
by writing to Max Lloyd, MASA 
International, 18120 James Couzens 
Highway, Detroit 35. 44 








FINE SCREEN 
halftones 

on a 

COVER STOCK 
that is 


SUPER TOUGH 


SUPERTUFF is a tough, durable cover stock with 
a smooth, heavy coating on both sides for 
fine-screen halftones. A perfect press performer 
— offset or letterpress — high fidelity color 
reproduction — takes high gloss and metallic 
inks, lacquer, lamination. 


For catalog covers — annual reports — sales 
manuals — point-of-sale die-cuts — menus — self 
mailers . .. SUPERTUFF produces superlative results. 


eve eeceoeoeoeeooeeoeoeeeeeeeeeeeeeeeee 


Increase your IDEA RESERVOIR with this FREE 
sample-packed SUPERTUFF portfolio filled with 
interesting, helpful ideas. It is yours free 

on request. Write for it. 


1907 Fiftieth Anniversary 1957 
APPLETON COATED PAPER COMPANY 


APPLETON, WISCONSIN 
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NEWSPAPER 


Printers Prater Plastictypes 


€2 


a j 


Ask any Newspaper Pressroom Superintend- 
ent about plastic plates, and he will tell you 
he gets best possible ad reproduction from 
Reilly PLASTICTYPES. 


The critical difference between PLASTICTYPES 
and ordinary plastic plates is in Reilly's exclu- 
sive DURAMATRIX. It is a perfect female of 
the pattern and molds this perfection into the 
PLASTICTYPE. No other electrotyper can offer 
its equal as it is not available to any other 
plastic plate manufacturer. 


Reilly is the only electrotyper in the industry 
employing photoengravers for quality control 
and to check original engravings to eliminate 
every possible fault that would show up on 


the newspaper presses. Pattern plates are 
routed to a guaranteed depth of fifty-five 
thousandths of an inch in open areas to avoid 
smudging. 


Every PLASTICTYPE has been inspected by men 
with years of experience who accept nothing 
but plates of matchless precision. This extra 
effort on our part saves expensive time and 
labor in the pressroom...and helps guarantee 
that advertisements will be inserted on 
schedule. 


Take a tip from hundreds of satisfied national 
advertisers all over the country . . . use Reilly 
PLASTICTYPES, and protect your advertising 
dollars against reproduction failures. 


vou caw eauty Rev ON Reilly Plastictypes 


REILLY ELECTROTYPE DIVISION 305 E. 45th ST., NEW YORK 17.N.Y. 
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SURPRISE FOR READERS: When readers picked up the 
January issue of Coronet, they were surprised to see 
this four-color, 28-page booklet bound just inside the 


front cover. 


Bisquick Cook Book 


7 recipes and food ideas 


28 pages packed 


with new Basquick surprises and old favorit 


Invitingly decorated 


arranged in sections f 


meal and occasion, and indexed for your co: 


To remove your cook book from the 


simply lift cook book section and pul 


and out. This cook book is planned 


me. It is bound in sturdy magazine~< 


for longer wear 


selected for easy fo 


has been developed by 


The type t 


as been # 


Betty Crocke 


seff, and tested in kitchens li 


the country. Happy 


General Mills makers of Bisquick 


‘Betti Cookers 
Bisquick 
Cook Book 


157 Recipes and ideas 


prom Belly Crockes 
of General Mitts, 


9,000,000 COOK BOOKS 


General Mills took the largest insert in the history of Coronet 


Just before Christmas, three mil- 
lion readers of Coronet Magazine 
got a special present when they 
picked up their copy of the January 
issue. Inside the front cover of the 
magazine was a 28-page insert for 
Bisquick, General Mills’ packaged 
flour preparation. This was the Bis- 
quick cook book, a collection of 127 
Betty Crocker recipes, all, of course, 
using Bisquick. The inside front 
cover was also taken by General 
Mills, to call attention to the insert. 

The concept of the booklet was 


simple. For many years, recipes 


to distribute its Bisquick cook book rapidly, but to do it effectively, 


it had some ticklish production problems to hurdle first. 


have been used on the Bisquick 
packages. Each box has held, in ad- 
dition to the most commonly de- 
manded directions, a varying num- 
ber of more unusual things you can 
do with this General Mills product. 
It was a simple step to the thought 
of putting them together in a book- 
let. Nor is cookbook publishing 
new to General Mills. In 1950, the 
company issued the Betty Crocker 
Picture Cook Book, which was fol- 
lowed by the Good and Easy Cook 
Book. 


While this is the largest insert in 


Coronet’s history, and one of the 
largest ever to run in a mass circu- 
lation magazine, it is more than a 
simple multi-page insertion. The 
insert is part of the 
bound into it 


magazine, 
without danger of 
loss while the copies are traveling 
through distribution channels. Yet 
when the purchaser wishes to add 
it to her kitchen library, she can 
easily remove it, with no damage 
either to the magazine or the insert. 


> It sounds simple, but to achieve 


this at a reasonable cost took 
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.. to fit the palm of your hand and into your | 
| pocket...planned to fit your budget... planned | 
to fit your sales picture. Canny GE designers 
oe this Sloves-crafted visual and thus 

insured motor sales! 


To fit your special requirements Sloves | 
| offers unparalleled facilities and exnerience. 
i to see proof. Call or Write Dept AR-2 : 


iS LOVES: 


| MECHANICAL BINDING CO. INC. 


| 601 W. 26th ST., NEW YORK 1, AL 5-2552 : 


Right At Your Finger Tips 
A Plastic Binding Kit 
For Scrapbooks and Albums 






















Exciting new do-it-yourself binding kit, 
_ simple enough for a child to operate . 
Just insert the pages and punch, then 
_ pick a colorful binding tube from the 
_ spin dial base, snap into place and 
bE, " seconds you have a real professional. 


POT se iad ihe ee 
‘i ; ot hatte Pa Vice. he 


Other models available— 


write for free booklet te 







department RA 1 


TAUBER PLASTICS INC. 


| 900 Mateen &., WN. Y. 13, N.Y. Call Worth 4-5621 


aie od 
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months of planning, and very care- 
ful investigation of possible produc- 
tion techniques. 

The initial idea for a magazine- 
distributed. cook. book was con- 
ceived by Knox Reeves Advertising 
Inc., Minneapolis, agency for Bis- 
quick, more than a year before the 
actual appearance of the issue on 
the stands. 

The agency wanted an insert, but 
it insisted that the booklet be easily 
removable, and stay as a_ booklet. 
This implied some sort of binding 
for the insert, in addition to the 
binding of the magazine. A number 
of techniques were considered. One, 
which was entirely practical from a 
production standpoint, had a _ tab 
emerging from the booklet. This 
would be _ side-stapled into the 
magazine, using the regular staples, 
and perforated. To remove the book, 
one would simply tear it off at the 
dotted line. This method was 
dropped, however, when it was 
realized that the end product would 
be far too narrow, since the width 
of the magazine, only 51%”, left too 
little space after allowances for the 
tab. 

It was finally decided to saddle 
stitch the cook book, in order to 
keep it together as a unit after re- 
moval from the magazine. Coronet 
itself is side stitched, on high-speed 
gathering and binding machinery. 
In order to get away from the im- 
possibly long job of hand insertion, 
it was planned to include the insert 
as one of the forms to be mechan- 
ically gathered. If this were done, 
however, the staples that held 
Coronet together would go through 
the cook book and make it impos- 
sible to remove without tearing it. 

To resolve the dilemma, it was 
decided that two notches should be 
cut from the inserts to leave room 
for the magazine staples. Thus the 
insert would be gathered on the 
machine as a regular form, but 
would be held in the magazine only 
by the adhesive along the spine that 
was used to hold on the wrap- 
around cover. 


>» On May 3, after many preliminary 
discussions and conferences, there 
was a meeting between the agency 
people and the production men from 
Coronet to iron out the remaining 
details and to agree on a schedule. 
Originally, the artwork for the 
cover was due on August 1, and for 
the inside two weeks later. How- 
ever, the Bisquick people decided to 
get ‘additional circulation of the 
cook book by attaching them to 
boxes of Bisquick. This added a six 
million over-run. 

In order to get the pipelines of 
distribution from General Mills to 


the grocery shelves filled, so that 
consumers would get their copies at 
release date of the magazine, the 
over-run had to come first. This 
altered the usual order of events, 
and shifted the schedule up two 
weeks. 


>» The insert was printed at the two 
shops that handle Coronet. The 
cover, done in four-color offset on a 
90 lb. stock, was printed at Regen- 
steiner Corp., Chicago. The inside 
pages, on 43 lb. coated, in black and 
one color, were printed letterpress 
at W. F. Hall Printing Co., Chicago. 
This is the combination that Coro- 
net uses, with the addition of gra- 
vure for some forms of the maga- 
zine. 

Printing was no problem, but 
binding was. In order to plan things 
properly, a study had to be made of 
the consistency of the binders used 
for Coronet. If the side-stiches were 
to be avoided, you had to know 
where they fell. 

A sampling survey showed that, 
in order to clear the two staples, 
each slightly under %”, a notch 
1x44” would be necessary. The 
position of the notches was de- 
termined by the staplers in the 
binding machine that was used by 
Coronet. These could not be shifted 
without a complete rebuilding of 
the equipment. As a result, there 
was left a space only 3” for the two 
staples that held the cook book to- 
gether as a unit. 

Some consideration was given to 
using just one staple for this pur- 
pose, but it was discarded when a 
dummy showed how easily pages 
would rip out when held by just 























































Attached to Package . . . Nearly six mil- 
lion copies were distributed with boxes 
of Bisquick. The cellophane wrap, not 
standard, protected the booklet from 
pilfering and took advantage of its four- 
color cover. 












one staple. General Mills wanted 
the recipes to stay in use a long 
time. 


> The binding started on September 
4. Stamping out the notches was a 
slower job than any of the other 
steps in the process, so that had to 
start first, to give a good lead on the 
other operations. The die-cutting 
was done after the folding, in order 
to be sure of correct placement. At 
first the bindery was afraid that it 
would have to handle the booklets 
one at a time. They were, however, 
able to do somewhat better than 
that, although the slickness of the 
paper kept them from piling the 
copies up to the capacity of the 
machine. 


>’ By November 20, when the bind- 
ing of the issue of Coronet began, 
the six million copies for General 
Mills has been shipped, and while 
not all the remainder had been die- 
cut, enough had been completed to 
keep ahead of the gathering and 
binding machine used for Coronet. 

Actual production went smoothly 
and the publication is proud of its 
insert. Publisher Arthur Stein sent 
out 10,000 copies of the magazine to 
prospective advertisers, and is hop- 
ing that this Bisquick insert is only 
the first of a long line. 

Total cost for the insert came to 
about $165,000, which worked out to 
about 5c per distributed copy. 
This is the standard space rate for 
this kind of ad. Coronet includes 
printing costs in its space charges. 
However, the extra costs of stapling 
and die-cutting were added. The six 
million over-run was an additional 
expense, of course, with the negoti- 
ations being conducted between 
General Mills and the printer. 44 


New Looseleaf Binder 
Keeps Pages Intact 


A new looseleaf binding devel- 
oped by Sloves Mechanical Binding 
Co., New York, is specially designed 
for bulky catalogs and manuals. 
Stop-Lok, a heavy-duty compres- 
sion-expansion binding, will not 
come apart as extra pages are added 
to swell the contents. An automatic 
locking mechanism stops in locked 
position at whatever point it is 
opened. The binder will compress 
from this point, but will not open 
further, the manufacturer 
out. 

This new binding permits full 
compression in minimum space, and 
65% expansion for reference pur- 
poses, according to the company. 
Sheets changes and additions are 
easily made. 44 


points 


On All Fronts... 


Graphics Progress 
Underlined in Reports 


Year-end reports coming out of 
the graphics industries—among 
them, printing, photoengraving, 
paper and reproductive materials— 
show vastly expanded activity and 
correspondingly improved sales. Ex- 
pansion in one _ field—paper—was 
such that it caused concern to at 
least one expert, who urged the 
need for new markets if production 
keeps up at the present rate. 


Blueprint, Diazo 
Sales Rising 


Everything pro- 
duced in our econ- 
omy starts with a 
drawing—which must in turn be re- 
produced—so says the Natl. Assn. of 
Blueprint and Diazotype Coaters, 
pointing to spectacular sales of 
blueprint and diazotype ultra-sensi- 
tive materials in 1956. A total of $75 
million was sold last year, with $85 
million the estimated sales figure 
for 1957. 

The diazotype process is defined 
by the association as a reproduction 
method based on_ light-sensitive 
diazo compounds, in which a 
colored, positive azo dye image is 
formed from a positive master. The 
blueprint process uses light-sensi- 
tive iron salts, which produce a 
negative blue image from a positive 
master. 

Industry members are spending 
$10 million in new plant and equip- 
ment and $2.5 million annually in 
research, the association reports. 


Electrotypers 
Revise Guide 


A revised edition 
of “Basic Require- 
ments for Electro- 
types” is being issued by the Intl. 
Assn. of Electrotypers and Stereo- 
typers. Updated because of recent 
developments in the industry and 
freshly illustrated, the guide will 
help buyers select and order dupli- 
cate plates. 


AceyY Dicey 
BSN GRAVUIMS 


eX 


\ 


Let’s not be naive, Bildew ... I 
think you know what plates | want 
to see... 


Other publications in the 1957 
schedule include “How Electro- 
types Are Made and Effectively 
Used by the Letterpress Industry.” 
Association headquarters is at 701 


Leader Bldg., Cleveland 14, O. 


Paper Output 


Plant capacity in 
Poses Challenge 


the paper industry 
may be expanding 
too rapidly for our projected popu- 
lation gain in the next ten years. 
That was the warning of David L. 
Luke Jr., president of the American 
Paper & Pulp Assn. to those attend- 
ing meetings of the Salesmen’s Assn. 
of the Paper Industry in New York 
last December. 

If all projected increases in wood 
pulp capacity materialize, he said, 
the gain from 1956 to 1960 will be 
31.7° in the U. S. and 33.4% in 
Canada. Population is expected to 
rise by 30,000,000 in the next dec- 
ade. Mr. Luke pointed out that even 
on the basis of this year’s paper 
consumption—a bout 420 lbs. per 
capita—projected paper production 
is likely to exceed demand. 

“I have no doubt that eventually 
all of the projected mill capacity— 
and a great deal more—will be fully 
utilized by the industry, But I am 
concerned about the timing.” 

This poses a challenge to the in- 
dustry to find adequate markets for 
the rising output, he commented. 


Record Growth in 
Graphics Field 


Culled from a Dec. 
56 Census Bureau 
report on “Service 
Industries for the Printing Trade” 
are some interesting figures point- 
ing to the expansion of the typeset- 
ting, photoengraving and electro- 
typing industries. The report is 
based on the 1954 Census of Manu- 
factures. 

Employment in the typesetting 
industry reached 14,550, as against 
11,475 in 1947. The engraving and 
plate printing industry—defined as 
that engaged primarily in making 
and using plates for stationery, 
cards, announcements and in mak- 
ing woodcuts—dropped to 7,510 as 
compared with 7,688 in 47. The re- 
port distinguishes these small shops 
from the photoengraving industry 
generally, in which over-all em- 
ployment was 17,711, a gain of 1,000 
over the last period. 

“Total value added by manufac- 
ture” in the typesetting industry 
amounted to more than $1 billion, 
compared with $60 million in °47. 
Value in the electrotyping and 
stereotyping field was assessed at 
more than $690 million, as against 
$470 million in 1947. 

Next Census of Manufactures will 
cover 1958. One is conducted every 
five years. 
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| How 


About 
ROTO? 


One of the oldest, yet one of the least understood, forms of printing, roto- 
gravure is playing an important role today, especially in long-run cata- 
log production. The author of this article, a former art director and di- 


rector of photography, who has worked 16 years with gravure, gives 


some sound advice. 


By Jules Friedlander then pressed it tightly to a parch- 
W. F. Hall Printing Co. ment manuscript. This ink, pulled 
Chicago out of the engraved lines by pres- 
sure, was thus transferred to a 

There are a large number of document as the royal seal. 
questions that may have come into 
your mind when you have been has undergone much development 
confronted with the task of select- over the centuries to bring it up to 
ing a particular printing process for its present level of commercial 
a particular job. quality. The gravure (or intaglio) 
process, unlike letterpress or offset, 
® When should I use rotogravure “a ; ; < 9 
ae is printed from tiny screen “cells 
printing : etched below the surface of a 
® When does a roto job look copper printing cylinder. The cells 
better? of varying depth contain the right 
amount of ink required to repro- 
duce the various values in the orig- 
e Just what is roto, anyway? inal art, photos or type. Shadow 
so tones are created from deeper cells 
To begin with, rotogravure print- which contain more ink, while 
ing (printed from below the sur- highlight cells are shallow, thus 

face) is the oldest known method contain less ink. 

of printing. It dates back several The cylinder is immersed in an 
thousand years when ancient Chi- ink fountain and rotated, surplus 
nese emperors dipped the royal ink is wiped off the surface of the 
monogram engraved on their signet cylinder by a flexible steel blade 
rings into a liquid ink, wiped the known as the “doctor blade,” per- 
ink from the surface of the ring, mitting the ink to remain only in 


This primitive method, however, 


® Can roto stretch my budget? 
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the cells. Then the paper is 
squeezed tightly against the print- 
ing cylinder and the ink is im- 
pressed on the paper by pressure 
and capillary attraction. 


> The use of gravure is governed 
by a number of factors. The first 
relates to the size of job being con- 
sidered. Speaking broadly and for 
economic reasons, the gravure proc- 
ess should be used for larger than 
average runs. The relatively high 
cost of processing gravure positives 
and cylinders demands a large press 
run over which to amortize the 
basic costs. The basic costs are 
quickly absorbed by the tremen- 
dous quantity of printed material 
gravure presses are capable of pro- 
ducing each day. 

Since each job is custom made, 
having its own individual specifica- 
tions, it is not possible to create an 
exact formula regarding minimum 
quantities required for a practical 
size run. 

However, to give the reader 





modern letterpress 
has NEW advantages 


Competitive research has created a modern 
letterpress founded on new concepts and 
supported by equipment and materials 
that prove them on paper—new advantages 
that give you, the printing buyer, even higher 
fidelity—more flexibility and greater 

dollar value. If you demand crisp black and 
white reproductions, illustrations alive 
with color that are cleaner, truer, and 
sharp, call your photoengraver and 
letterpress printer and check the NEW 


advantages of modern letterpress. 


To reserve your free copy of a 
of Mode rn Lette rpre ‘iS write 
Rolled Plate Metal Company, 
196 Van Brunt Street. 


Brooklyn 31, New York 


ag 


| FOR GREATER AUDIENCE ACCEPTANCE, 
= PRINT IT LETTERPRESS. 


1A-R&B 





whatever your position _ 


Don’t make a move 
till you’ve seen the 


MAN from “ELBE 


Let a good sales catalog or pre- 
sentation be your opening gambit. 


IBM 7... 


iit sas | 


LINOTYPE Q\ 
SALES MANU, 


VOLUME H 


For every catalog cover and budget 
binder need, Elbe can design just 
what your organization requires. 


Elbe File « Binder co., inc. 


FALL RIVER, MASSACHUSETTS 
New York Showroom: 411 Fourth Ave. 


ONE OF AMERICA'S LARGEST MFRS, OF LOOSE LEAF PRODUCTS 


FREE! Write Dept. AR-2 for 
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some idea, and again speaking in 
generalities, a minimum one-color 
gravure job, utilizing the full sur- 
face of a gravure cylinder, should 
have approximately 100,000 impres- 
sions. This means that if the page 
size is such as to permit running 
8-up, one would get 800,000 printed 
pieces. Another example might be 
a 24-page book of a size that limits 
it to being printed only one on, thus 
producing only 100,000 books with 
100,000 press impressions. 

Utilizing full press capacity a 
two-color job should have approxi- 
mately 250,000 impressions, and 4- 
color quantities should run up- 
wards of half a million. 


> Since most gravure jobs are large, 
paper is a considerable part of the 
printing budget, and deserves much 
thought. Some considerations are 
quality of job and mailing weight. 
No other process can approach the 
printed quality on lightweight and 
low priced paper stock as _ roto. 
The ability of gravure to print on 
low priced paper is sometimes the 
governing factor in choosing this 
medium. 

The large mail order catalogs, at 
one time printed entirely by letter- 
press, are now printed from 80 to 
85°; in gravure. Here, lightweight 
paper is an important factor in 
keeping mailing and paper costs 
down, and _ still permitting high 
quality printing on millions of cata- 
logs. 

The paper stock ranges from 22¥ 
newsprint to 454 and even 60# 
supers and machine coats and some 
English finishes. 


> Since mailing is the largest single 
item in the over-all cost of the 
manufacture and distribution of the 
large mail order catalogs, and since 
a variety of paper is used, it is im- 
portant to allocate the right mer- 
chandise to the particular paper 
that will enhance the reproduction 
and stimulate sales. 

Fashions get the number one spot 
and are printed on the better grades 
of paper. It is important that these 
reproductions be appealing and 
faithful as to detail and color, since 
the cost of returns would be pro- 
hibitive if the actual fabrics, upon 
arrival, were not the same as pic- 
tured in the catalog. 

Jewelry and furniture are next 
in line and again, since the catalog 
subscriber is actually buying from 
a picture in a book, and since this 
kind of merchandise is relatively 
expensive, these sections must be 
printed on quality paper to help the 
reproductions sparkle. 


> Probably number three place goes 
to major appliances, since radios, 


stoves, washers, dryers, television 
sets, etc. are a considerable and 
major portion of all mail order 
sales. 

It is not possible to enumerate 
the thousands of items in a mail 
order catalog and the kind of stock 
they are printed on, but it is not 
difficult to imagine that farm equip- 
ment, power tools and other items 
made of iron and steel, such as 
hardware, do not require the better 
grades of paper. It is only necessary 
that you can discern detail of con- 
struction and get a comprehensive 
view of the item. Therefore, this 
kind of merchandise is allocated 
the lighter weight and less costly 
grade of paper, remembering al- 
ways that an important objective is 
to keep the catalogs as light in 
weight as possible to reduce mailing 
costs. 


> The peculiar characteristics of 
gravure printing and gravure ink 
create a great range of tonal values 
between highlight and _ shadow. 
Therefore, photographic subjects, 
wash drawings, paintings or any 
medium rendered in tonal tech- 
niques are “naturals” for gravure 
reproduction. Most commercial gra- 
vure printing plants use a 150-line 
screen. This, coupled with the fact 
that gravure paper stocks have a 
certain amount of absorbency, 
which permits the ink to “spread” 
and diffuse the screen formation, 
gives the effect of continuous tone. 

The screen in gravure reproduc- 
tion is almost imperceptible even 
when viewed under a magnifying 
glass. The beautiful tonal effects 
with the great range of values be- 
tween highlight and shadow, the 
richness and depth of gravure ink, 
together with the economy in long 
printing runs, has created a growing 
market in the magazine field. Such 
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Schematics of Roto . This diagram 
shows how ink is picked up by the cyl- 
inder and transferred to the paper. 
Presses may have as many as eight of 
these units. 





magazines as Popular Photography, 
Esquire, Collier’s, Coronet, Woman’s 
Day, Parade, and a host of others 
are printed either entirely or par- 
tially by the gravure process. Many 
of the newspaper’ supplements, 
printed in gravure, can be classified 
as quality printing, particularly if 
you take into consideration the 
high speeds at which they are run 
and the ordinary newsprint they 
are printed on. 

Until a relatively short time ago, 
rotogravure was used chiefly in 
sepia colored newspaper supple- 
ments. Today, however, class maga- 
zines, brochures, catalogs and mail- 
ing pieces of all kinds and a great 
variety of packaging materials uti- 
lize this ever-expanding process. 


> Preparation of artwork for grav- 
ure reproduction is very much the 
same as for offset. Accurate keyline 
drawings should be made, indicating 
trim and bleeds with photos or il- 
lustrations and type pasted in posi- 
tion. If all the art cannot be made 
in one reduction, these extra pieces 
can be photographed and stripped 
in position, as in letterpress or off- 
set. For two-color spot illustrations, 
a tissue overlay indicating color 
separation is sufficient, or a two- 
color drawing may be used for duo- 
tone reproduction. Full-color art 
may also be used, as well as trans- 
parencies or full-color photograph- 
ic prints. 

It is always advisable to consult 
your gravure printer about exact 
specifications when the printed 
piece is in the planning stage. His 
experience may prevent many 
headaches, help the job _ flow 
smoothly through the processing 
departments and, more often than 
not, suggest the most economical 
method of preparing copy, and de- 
termine the right page size. 


> As printing buyers have found 
more and more use for gravure 
printing, so the industry has grown 
by leaps and bounds in the last 
decade to the point that most plants 
are running at capacity the year 
‘round. Facilities are being ex- 
panded, more skilled manpower be- 
ing trained and still, at times, the 
industry has difficulty in meeting 
the demand. 

Are you a large buyer of printing, 
or are your printing needs growing? 
Do you use the kind of artwork that 
can be best reproduced by gravure? 
Do you want more printing for your 
dollar? Is your cost of mailing a big 
item? Perhaps you, too, should in- 
vestigate gravure printing if your 
next printed piece should qualify 
under some of the foregoing speci- 
fications. 44 


GUMMED 
PAPER 
4 SPECIALTIES 


More than ever, Eureka is the name for quality in 
printed gummed or safety paper specialties. 


Fifty years of experience gives Eureka the 
vital know-how to produce the best in trading 
stamps, poster stamps, coupons, shipping 
labels, Outserts, folders, and catalogs. 


Eureka’s broad facilities assure the finest in 
service and craftsmanship—from art work 
to finished product. 


Your needs deserve special treatment—the kind 
that Eureka will give you. 


EUREKA SPECIALTY PRINTING CO., 

568 ELECTRIC STREET, SCRANTON, PA. 
MANUFACTURERS OF WORLD FAMOUS 

DUPLISTICKERS © DUPLIQUIKS @ DUPLISNAPS © 


® registered trademark 


the pest things 


do not alway> 


But, small or large packages of all sizes demand 
the best possible reproduction. Whether it be for 


foil, paper, cellophane or paper board, 
ACME GRAVURE" cylinders will do the 


best job for your packaging 


Find out why — now aa Cc rr eg 


gravure services inc. 


1501 West Congress Street Chicago 7, Illinois CHesapeake 3-1377 
if it’s Quality — if it’s Delivery — it's ACMe 
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THE ABC'S 
ONION SKIN 


There are more uses for onion skin than for that fifth carbon copy. Here's 


a report on the different kinds of this thin paper and how outstanding de- 


signers and advertisers are taking advantage of its special qualities. 


By Margaret Reynolds 
AR Associate Editor 


That bantamweight in the paper 
catalog, onion skin, has earned its 
way into the best advertising cir- 
cles. It’s come out of the file drawer 
and into wider circulation as the 
stock for direct mail pieces, re- 
prints, magazine inserts, fly sheets 
and agency presentation folders. 
Admen have learned to value the 
strength, lightness and opacity that 
first earmarked it for office and 
legal use. They’ve helped to triple 
consumption in the last ten years, in 
line with the move toward lighter, 
thinner papers. 

One reason for this trend is ris- 
ing postal rates, which have 
prompted magazines to develop 
lighter coated stocks, and direct 
mail users to turn to thinner un- 
coated papers. Onion skin, which 
“travels light,” is a noteworthy bar- 
gain if you’re using multiple en- 
closures or planning air mail or 
overseas mailings. Ten letterheads 
of 9 lb.—or 13 of 7% lb.—weigh less 
than an ounce. Contrast this with 
four to five sheets of 20 lb. bond per 
ounce. 

Buyers get several other divi- 
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dends besides lightness. Onion skin, 
with its range of finishes and colors, 
has the interest-whetting appeal of 
many higher-priced specialty pa- 
pers. It adapts itself to both writing 
and printing and behaves well on 
offset or stencil duplicators. It can 
be printed by letterpress, lithog- 
raphy or screen process. Line draw- 
ings, halftones and solids can be re- 
produced in black and white or 
multicolors. 


>’ Onion skin takes its name from 
the thin, crisp character of the pa- 
per, which is hard sized and ex- 
ceptionally strong for its weight. It 
is made of cotton (or, rarely, linen) 
rags or sulphite, or a combination 
of both. Rag content may vary from 
100 to 25%. Technically a writing 
paper, or lightweight bond, onion 
skin is usually available in weights 
from 10 to 7 lbs., based on a 17x22” 
sheet. 

There are three major standard 
finishes: 


® Cockle, a rippled texture, is pro- 
duced by natural airing after the 
paper leaves the Fourdrinier ma- 
chine and is wound in festoons to 
dry. It has a richness of texture un- 


equalled by the others. Because of 
its uneven surface, cockle does best 
with solids and line drawings—al- 
though under carefully controlled 
conditions, halftones may be used. 
It shows less tendency to offset dur- 
ing a press run and dries faster than 
the other two finishes. 


® Unglazed, or smooth, onion skin 
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Peephole View . Die cut enhances 
show-through of onion skin in George 
Samerjan’s kit for Strathmore Paper Co 
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with Cummins 
"do-it-yourself" 
plastic binding! 
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new booklet describ- 
ing Cummins Plastic 
Material, Plastic 
Binding and Plastic 


Binding Equipment. 
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‘ * SEMI-—AUTOMATIC SPEED BINDER | Sand Sor taemmantee 


Colorful Cummins Plastic invites readership, commands 
attention, helps sell sales material, reports and presenta- 
tions. Pages turn easily, lie flat, are easier to read and 
have that professionally-bound appearance. Designed 
for operation by anyonewithout specialtraining, Cummins 
precision plastic binding and punching equipment is 
easy to set and perfectly safe, always var binding SEMI-AUTOMATIC SPEED BINDER DESK-A-LECTRIC PUNCH 


‘ . : : s . Fast, effortless binding made pos- Hand punching bottlenecks elimi- 
when you need it. Plastic Binding Material by Cummins sible with exclusive automatic re- nated, entire plastic binding process 
is available in ten smart colors and in popular ring cen- lease, convenient plastic material quickened with a fraction of the effort. 


R i i i i n n ; 
ters and diameters. Make sure your booklets ... one, ten feed tray, quick dial setting. Automatic performance guaranteed 
or athousand...are ready when you need them. They're 


bound to be accepted because they're bound to sell IN BUSINESS AND BANKS @ SINCE 1887 
with Cummins! 


Cummins is the nation’s leader in paper punching Ummnis 
equipment, and has been for more than 70 years. 


Cummins-Chicago Corporation 
4740 N. Ravenswood Ave. Chicago 40, Ill. 
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CATALOGS 


Should Be 


PRACTICAL 





Loose-leaf—for easy addition or dele- 
tion of pages. Durable—because they 
get a lot of handling. Flat stacking 








for neat desk piles. Flat opening—for 
easy handling and readability. Ex- 
pandable—for additions of possibly 


bulky material. Economical 
quantities run into money. 


because 





This all adds up to Accopress Binders 
for your catalog covers. They give 
your catalogs all the above advan- 
tages—plus all the appeal you can 
build into a cover with color, em- 
bossing or printing. 


Write us your needs, or ask your sta- 
tioner to show you the complete Acco 
line for keeping papers together in 
every department of your business. 








ACCOBIND folders 
ACCOPRESS binders 
PIN-PRONG binders 


(for marginal multiple punched forms) 


ACCO clamps 
ACCO punches 
THE ACCOWAY SYSTEM 


{for filing Blueprints and all large sheets) 
and other filing supplies 


ACCO PRODUCTS, Inc. 


Ogdensburg, New York 


In Canada {cco Canadian (| Ltd 1 
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Overprinting on Cockle . 


has a surface resembling a low ma- 
chine finish. It is flat and compact 
and capable of reproducing up to a 
100-line screen. 


@ Glazed, produced by plating the 
paper, is extremely flat and smooth. 
It can handle screens up to 133 
line. A fourth finish, linen (or laid), 
is produced by Fox River Paper 
Corp. It is designed for smoother 
running on office duplicators and 
presses. 

Because of their sizing, which 
makes them moisture-resistant, all 
finishes can be printed by offset as 
easily as by letterpress. Brilliant 
color effects can be obtained by 
screen process, as shown in a recent 
Fox River demonstration kit pro- 
duced by Selling Aids Inc., Mil- 
waukee. Cut sizes are conventional- 
ly those of bond papers: 81x11” 
or 8'”x14”. Special sizes can, of 
course, be ordered at an extra 
charge. Packaged by the ream, on- 
ion skin averages about 50% more 
in price than a bond of equal grade. 

In addition to white and the fa- 
miliar pink and blue, onion skin 
comes in a rainbow of unusual 
tones. Not all manufacturers make 
the same range, so it may pay you 
to shop around for the distinct color 
you want. 


> Related to onion skin are the 
lighter sheets such as tracing paper 
and glassine, with similar affinities 
for printing and engraving. Within 
this broad group of “thin papers” 
admen have a choice of visibility 
ranging from opacity to near trans- 
parency, much like that of clear 
acetate. 


. . Zinc engravings in four colors reproduced well on designer 
Susan Karstrom’s oversize Christmas greeting. 


India or Bible paper belongs to a 
separate group—that of book pa- 
pers. Its thinness, opacity and per- 
manence make it a sound choice 
when you are planning sales man- 
uals, directories or other books that 
would bulk heavily with conven- 
tional printing papers. It costs about 
25% more than onion skin because 
of the length of time required to 
produce it. 


>» How are onion skin and the light- 
er weights being used today? Here 
are some advertising applications 
explored by designers, mainly with- 
in Chicago, as polled by AR: 


® Outsize mailers 
art and copy go 


. . . High fashion 
hand in hand 


on the oversize mailing pieces—135¢ 
x165s’"—developed for dealers by 
Shoe Co. 


Florsheim Made. of 






X 


as 
\ 
A 





FLORSHEIM SHOES = / 


Dealer Mailing . . . Big enough to show 


several styles, yet lightweight, this mail- 
er is used by Florsheim Shoe Co. 








Fletcher glazed onion skin, the 
sheets are large enough to illus- 
trate five or six shoe styles to best 
advantage, yet do not exceed the 
three-cent postal minimum. The art 
department uses outline halftones 
on varied colors of onion skin— 
among them pink, blue and golden- 
rod. With the paper’s excellent fold- 
ing quality, the mailer fits easily 
into a No. 10 envelope. 


@ Fly sheets ... For the 1956 
Christmas catalog of Lake Forest 
Sports Shop and Children’s Shop, 
Susan Karstrom of the DeKovic- 
Smith Design Organization used tis- 
sue overlays on end pages illustrat- 
ing children’s wear. This permitted 
her to make the most of a small 
page size—7x434’’"—by reserving the 
copy for the tissue, while using 
five halftones on the enamel be- 
neath. Copy blocks, printed in red, 
fitted directly over each picture and 
were linked in an 
design. 


over-all star 


To introduce the program of the 
Institute of Design in a recent book- 
let, Hap Smith, from the same group 
of designers, used a fly leaf of 
Fletcher unglazed onion skin as a 
frontispiece. This was printed by 
offset in blue on orange paper. Here 
again the overlay was utilized for 
captions, with an_ architectural 
drawing of the campus dominating 
the sheet. A similar fly leaf in back 
rounded out the booklet. 

Will Burtin in New York created 
a similar effect for an issue of Tera- 
pia, the external publication of Life 
Laboratories, Quito, Ecuador, which 
is widely distributed to doctors in 
South America. Symbols’ were 
floated on tissue over the bleed il- 
lustrations on the end papers, thus 
avoiding overprinting on the pic- 
tures themselves. 
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Glassine Jacket Illustrated cover 
of Abbott Laboratories brochure’ ex- 
ploits show-through of thin paper. 


@ Booklet cover A glassine 
jacket, with three-color illustration, 
was used by Bert Ray Studio to 
dramatize the uses of Nembutal in 
a direct advertising brochure for 
Abbott Laboratories. George Suye- 
oka’s impressionistic sketches 
showed patients with problems from 
simple insomnia to manic psychosis 
—the illustrations tying 
copy for the sedative on the cover 
stock beneath. Approximately 180,- 
000 booklets were printed by letter- 
press. 


® Greeting cards . . . Putting trac- 
ing paper to an exacting test, Franz 
Altshuler of DeKovic-Smith used 
a retouched, blown-up halftone for 
a Christmas card in gold, black and 
white. Other interesting treatments 
that suggest what thin papers are 
capable of include two _ oversize 
cards on cockle and tracing paper. 
Susan Karstrom designed them for 
zine engravings, with overprinting 
in two colors. Esleeck’s Superior 
Manifold was the stock used for the 
cockle finish greeting. 

Perhaps the boldest experiment 
to date has been a demonstration 
run on a Davidson machine, using 
Sheerleaf cockle finish. This tour 
de force, executed by Davidson 
Sales and Service, Milwaukee dis- 
tributors, is a three-color process 
reproduction of a water color. 
Transparent inks were used, in 
three separate runs, to produce an 
illustration which was sharp and 
closely registered. 


> Not to be slighted are the day-to- 
day uses of onion skin in 
@ Envelope stuffers 
Annual reports 
Announcements 
Moving notices 
Charts and road maps 
Follow-up mailings 
Overseas and air-mail use 
Multiple copies. 


Department have long 
favored onion skin for multiple en- 
closures. Other direct mail users 
find that a repeat of their original 
mailing on thin paper underlines 
their sales message very effectively. 
It adds a “correspondence look” to 
the most routine mailing, Millers 
Falls Paper Co. points out in its 
interesting brochure, “A One Les- 
son Course in Onion Skin Papers.” 


stores 


> If you're planning to print on 
onion skin or other thin papers, a 
few cautionary words are in or- 
der: 


® Onion skin, particularly cockle 
finish, takes longer to run on any 
press because of its exceptional 
thinness. If press speed is accord- 
ingly reduced, high quality results 


in with | 


FOR YOUR OWN 
PROTECTION . 


-.. SHIELD YOURSELF 
AGAINST REPRODUCTION 
PROBLEMS. 


USE DOT ENGRAVERS 
FOR COLOR 
AND BLACK AND WHITE. 


g od “Engravers, Ine. 


600 W. VAN BUREN ST 
CHICAGO 7, STATE 2-5367 


Easy Way to 
Stay on the Ball 


Dozens of readers, and advertising 
agency executives in particular, have 
written us to the effect that Adver- 
tising Requirements is one book that 
enables them to stay on the ball. The 
president of one New York Agency, 
for example, says “Advertising Re- 
quirements is helping me to keep my 
staff up to date. 1 am requesting that 
all creative and production person- 
nel read it thoroughly.” If you have 


any doubts about seeing every issue, 





we suggest you enter your own per- 


sonal subscription at once. 


IF YOU SPECIFY TYPE 


Let us prove how the 
WORLD'S HANDIEST TYPE BOOK 
can save you 40 minutes a day 


We'll mail you a copy for 10 days FREE trial. 
Use the 389 transparent overlay alphabets on 
your own work. Keep the book free, if you place 
$100 worth of work with us. Over 4,000 in use. 
This is the eighth edition. Send postal today. 


F.H. Bartz, 112-114 W. Kinzie St., Chicago 10, til. 
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can be obtained. 

© Humidity in the pressroom must 
be carefully controlled. Ask your 
printer to stock these lightweight 
papers at least 48 hours prior to 
printing under temperature and 
humidity conditions similar to those 
that will prevail in the pressroom. 


e An ink that dries by oxidation 
rather than penetration should be 
selected. 


® Static should be reduced for 
smooth feeding and running. 


® Solid plates are best for good 
ink coverage on cockle finish; 
coarse screens—65 to 100 line—may 
be used with smooth finish; finer 
screens should ordinarily be re- 
served for glazed finish. 


If these few suggestions are fol- 
lowed, you and your printer can 
avoid costly waste and achieve the 
distinctive effects onion skin is par- 
ticularly qualified to give. 44 


New Plastic Binder 
Speeds Operations 


A portable binding machine for 
office or studio use has been de- 
veloped by Cummins-Chicago 
Corp., Chicago. This semi-automatic 
speed binder is designed for use 
with Cummins plastic binding. An 
unskilled operator can learn to pro- 
duce 175 to 200 bound booklets per 
hour with the machine, the com- 
pany states. 

Two features speed up the bind- 
ing process. One of these causes the 
plastic binding element to be held 
firmly in position throughout its en- 
tire length while retaining hooks 
engage the plastic rings. This in- 
sures the positive engagement of 
every ring in every hook under all 
conditions. 

The other feature is the auto- 
matic closing of the binding ele- 
ment. As the booklet is placed on 
the rings and brought toward the 
operator, the operator’s hands auto- 
matically close the binding without 
releasing the booklet from either 
hand, completing the binding op- 
eration in one smooth movement. 

The size of the binder is 16x17”, 
with a height of 5’. Additional de- 
tails on the machine and its uses 
are available. 

. «+ for more details circle 613, page 97 


3-D Color Process Adds 
Depth to Direct Mail 

Samples of four-color postcards 
and mailers with a three-dimen- 


sional effect are offered by Curt 
Teich & Co., Chicago, along with a 
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circular explaining its 3-D process, 
Curteichcolor. This process provides 
full-color fidelity and adds an im- 
pression of depth to both transpar- 
encies and artwork, according to the 
folder. 

Special emphasis is placed on ad- 
vanced planning and the savings 
available wherever the same litho- 
graphic plate work can be used in 
creating color booklets, small cata- 
log supplements and sheets, and 
double business reply cards. The 
company announces that a full- 
color advertising program can be 
“custom created” to fit any adver- 
tising budget. 


- «+ for more details circle 614, page 97 


Cushioned Bags Keep 
Plates Safe En Route 


A cushioned paper mailing bag 
for shipping engraving plates and 
electros, produced by Jet-Pak Inc., 
Newark, N.J., does away with cum- 
bersome packing and provides full 
protection to the metal, according 
to the manufacturer. The new Jet- 
Pak is sturdily constructed, mois- 
ture resistant and heavily padded 
and insulated. It measures 84x 
14%”, holding 7x10” plates firmly 
and securely. Smaller plates are 
made secure by folding over the top 
of the bag. 

Sealing tape and labels come with 
the bags. Larger sizes are also 
available. 

Additional details are available. 

. for more details circle 615, page 97 


Free Mat Offerings 
Shown in Booklet 


A new publication from Derus 
Media Service, Chicago, illustrates 
the selection of mats available to 
editors on its mailing list. Mats con- 
sist of brief text, alone or with ac- 
companying photo, on such sub- 
jects as food, fashions, home fur- 


1 don’t know who told you to make 


a plate blown up that size . . . but 
since it's too late, cut it up for ash- 
trays. 
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nishings, farm life and hobbies. The 
stories are usually tied in with an 
individual product or service. 

The current 12-page booklet, 
“DMSpace,” is distributed to 11,000 
editors free of charge. They secure 
the mats they want simply by mail- 
ing in an attached business reply 
card. Clients of Derus who pur- 
chase 2,000 mats for distribution to 
its mailing list automatically obtain 
listing for their feature in the next 
issue of “DMSpace.” 

A sample copy of the booklet, 
showing each mat, is offered. 

- .. for more details circle 616, page 97 


Engravers Pay Tribute 
To Chicago Artist 


Franklin McMahon, Chicago il- 
lustrator whose on-the-scene 
sketches for Life have attracted 
wide attention, is spotlighted in 
Number 5 of Illustration, a publica- 
tion for advertisers and advertising 
agencies issued by engravers Col- 
lins, Miller and Hutchings Inc., Chi- 
cago. 

The artist’s encaustics, repro- 
duced in full color, provide a show- 
case for the company’s fine four- 
color engravings. Pages from Mr. 
McMahon’s sketchbook, prelims for 
his illustrations of the Emmett Till 
trial which appeared in Life last 
summer, are reproduced in black 
and white. 

The eight-page booklet also in- 
cludes the artist’s illustrations for 
a textbook, The Constitution of IIli- 
nois, published by Row, Peterson 
and Co. Accompanying text discuss- 
es Mr. McMahon’s methods of work 
and his experiences as an artist- 
correspondent. 44 


Aluminum Foil Makes 
Ultrathin Litho Plates 


Lithographic plates of aluminum 
foil are now being produced in 
thicknesses of less than .0006”, ac- 
cording to an announcement by the 
Aluminum Co. of America, Pitts- 
burgh. These ultrathin, lightweight 
offset plates are considerably less 
expensive than plates made from 
other metals, the company states. 
In addition, they are long-lasting 
and can be printed from both sides 
—thus resulting in further savings 
to the printer. 

The surface finish obtainable on 
aluminum foil is said to provide 
an excellent surface for high quali- 
ty reproduction. Other advantages 
cited are dimensional stability and 
operating ease on the press. 

Further information is available. 

+ «+ for more details circle 617, page 97 
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The pressure-sensitive label is moving far beyond its original purposes. 
Ingenious designers have developed strange and unusual uses for this new 
material. Here are a few of the more interesting case histories. 


When the pressure-sensitive label 
burst into the graphic world about 
20 years ago, its first use was as a 
simple, clean adhesive to put post- 
ers up on drug store windows. Its 
next step treated it as a simple sub- 
stitute for the standard gummed 
label or the specially-printed car- 
ton. 

Since those early days, however, 
the properties of the label have 
been improved, different types of 
adhesives have been developed, and 
most important of all, new applica- 
tions have been explored. Today the 
pressure-sensitive label is more 
than a simple substitute for a mark- 
er. Its availability is opening up 
new and imaginative applications 
that enter into many fields: packag- 
ing, inventory control, warehousing 
and even production itself. 

Gathered from many producers 
and printers who have developed 
new uses, here are some of the most 
interesting applications of this new 
type of label. 


@ Wolverine Tube Division, Con- 
solidated Copper Co., had been us- 
ing rubber stamps to code its prod- 
ucts. Difficult to read on the tubing, 
it had the additional objection of 
smearing, leading to errors and loss 
of good will. Watergum labels were 
easily mutilated in handling and 
had a nasty habit of popping off the 


curved surfaces. The company 
shifted to a system of brightly 
colored pressure-sensitive labels, 
developed by Avery Adhesive Label 
Corp., Monrovia, Cal., which led to 
accurate visual identification, even 
under poor lighting, and were easy 
to put on rapidly. 


¢ A combination of Kleen-Stik 
self-adhesive label stock, produced 
by Kleen-Stik Products, Chicago, 
and DuPont's strong, transparent 
Mylar film has been developed by 
Pressure Sensitive Products Corp., 
Alhambra, Cal., to solve the old 
problem of attaching and protecting 
a label on file folders, books, jars 
and other office or factory equip- 
ment. The labels come in perforated 
sheets, and each label consists of 
two joined parts. One is stock on 


REMOVE BACKING_. 


© 


+, ADHERE 
® .—_______J” LABEL 


“REMOVE BACKING FROM 
WINoOOW 


FOLD WINDOW > 
® IN PLACE \\ 
OVER LABEL 


Double Label Combination label 
and Mylar cover protects writing and is 
put on with no special glues or tools 





which you type or write the infor- 
mation. The protective backing is 
removed from this and the label 
put where it is wanted. Then the 
backing is removed from the other 
part, revealing a transparent cover 
which has its own adhesive. This is 
folded over to protect the typing. 


e Fiberglas is a wonderful material, 
and H. Koch & Sons, San Francisco, 
wanted to make sure that the public 
knew that its luggage was made of 
Fiberglas, and was therefore scuff- 
proof, and so on. The obvious an- 
swer was a label, but the smooth 
waxy surface wouldn't hold a 
standard label. A Kleen-Stik label, 
with a special adhesive, went on 
easily and held firmly until the 
buyer wanted to strip it off, at 
which time it came off without 
leaving a mark. Phil Rude Litho 
Co., San Francisco, did the printing. 


e Like most airlines, American 
Airlines has only a limited amount 
of baggage space available for 
carry-on pieces. Passengers are 
permitted to carry on a piece of 
luggage that is under 13x21x8”. It 
was easy enough to install a check- 
ing device at the counters in the 
airport, but the problem of indicat- 
ing which bag met the specifications 
was more diffcult. Any tag had to 
be easy to put on, but difficult to 
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Seal of Approval 
hard to remove, this tag tells steward- 
esses whether a bag has cleared the 
size limits 


. Easy to put on, 


transfer. The conditions were satis- 
fied by Allen Hollander Co., New 
York, with a label with a special 
hard-to-remove adhesive, which 
made it impossible to remove the 
label without tearing it. 


e The Richter Bakery, San Anto- 
nio, was faced with a messy prob- 
lem of marking reusable cartons. 
Bread, coffee cake and rolls were 
all prepared for delivery in the 
same kinds of cartons. It was im- 
portant that warehousemen and 
drivers be able to identify the con- 
tents quickly and accurately. The 
bakery had been relying on a rub- 
ber stamp system. They divided the 
end of the carton into two inch 
squares. They stamped the carton 
according to the product it con- 
tained, starting with the upper left 
hand corner, and running along un- 
til all the squares had been filled. 
Stamping errors, blurred impres- 
sions and smeared cartons made 
the bakery people rather unhappy 
about the system. 

A trial run with a series of five 
colored labels of various shapes and 
sizes was scheduled, with the co- 
operation of Avery labeling con- 
sultants. The results were more 
rapid application, more rapid and 
more accurate identification of the 
symbols, and the pressure-sensitive 
labels have been installed. 


® When something is prepared for 
the use of a store, it has to be use- 
ful, or it won’t be used. An in- 
genious application of pressure- 
sensitive materials won quick dealer 
acceptance in a sign produced on 
Kleen-Stik by Jackson Press, Chi- 
cago, for Airtex Products Inc., Fair- 
field, Ill. It is a sign designed to 
go on store doors, printed on both 
sides. The side that faces out has 
two clock dials, giving the store 
hours, while the inside carries a 
thank you message to customers 
on the way out. The extra touch 
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was the use of separate clock hands, 
which could be put on the sign in 
the right position before installa- 
tion. Quick and easy, and a dealer 
identification item is individualized. 


® Vermex Co. of America wanted 
to increase the use of their pet 
shampoo. They compiled an 8-page 
booklet of uses, which they wanted 
to give with each purchase as a 
premium, but were faced with the 
problem of the method of distribu- 
tion, making sure that each booklet 
reached the ultimate purchaser. 
Hollander suggested the use of a 
material that is pressure-sensitive 
on both sides. The books were die- 
cut in a circular shape, just the 
size of the jar cap, with a little ex- 
tra tab folded over the outside edge 
to keep it closed. A disk of the 
blank labels, cut to the same size, 
was put on the cap, a booklet on 
that, and the problem was solved. 


mT 





Wa 
To stpye YOUR FAMILY BETTER 


Year-long Emblem . . . This label, in red 
and white, weathered out a full year 
on Swift’s 6,000 vehicles. 


meant no loss of time, too 


Installation 


® When Swift & Co. was about to 
celebrate its centennial in 1955, it 
wanted an easy way to place an 
emblem on the doors of the more 
than 6,000 company passenger cars 
and trucks it operated. It turned to 
Fasson Products, Painesville, Ohio, 
for a _ pressure sensitive label 
printed on vinyl, rather than having 
a design painted on the doors. In- 
stallation was so simple that each 
driver could take care of his own, so 
that no time was lost. And the 
labels stayed on for the full year of 
the celebration, during the entire 
range of climates to which they 
were exposed in all parts of the 
country, and in all seasons. 


® Carefully designed systems do 
not always work. The Ford Motor 
Co. has a large parts depot in Mel- 
rose Park, Ill. In order to cut down 
travel of order pickers, the ware- 
house is divided into four divisions. 
Dealers were asked to write a sepa- 
rate order for each of these divi- 
sions, and not to mix part types. 
While many complied with this re- 
quest, too many either rebelled or 
forgot. At any rate, enough combi- 
nation orders came in to constitute 


a problem. Mistakes and delays re- 
sulted. 

A pressure-sensitive label system 
was devised by Ford, in cooperation 
with Avery. As the orders were 
initially checked, they were as- 
signed to the proper division. But if 
the order contained a mixture of di- 
visions, these items were indicated 
with a color-coded label which had 
an ungummed section that would 
protrude from a pile of papers. This 
acted as a flag so that billing clerks 
could spot the orders and transcribe 
the maverick parts to a duplicate 
form. 


® McQuay-Norris, Connersville, 
Ind., auto parts firm, was confronted 
with just too many cartons for its 
very many different items. They 
had been using various-sized stand- 
ard gummed labels, one for each 
size of box or carton. As a result, 
the company was stocking 40 differ- 
ent labels. In addition, a supply of 
adhesives and applicators had to be 
maintained. 

The company used a series of 
Avery labels on colored stock, 
which reduced the number of sep- 
arate labels to nine, cut application 
time about 65%, and _ eliminated 
the need for glue and applicators. 


e Hollander suggests that the use 
of its pressure-sensitive labels in 
assorted sizes, shapes and colors can 
speak a language all of its own, and 
one that is meaningful only to those 
who are in on the system. This of- 
ten has its advantages, such as in 
moving older merchandise. One na- 
tional chain store organization 
cleared thousands of dollars’ worth 
of obsolete models, simply by stick- 
ing colored spots on the old boxes. 
The spots signaled sales clerks to 
push the old numbers, but did not 
reveal to customers that the mer- 
chandise had been around for a 
while. 


© Bill collections are easier when a 
return envelope is enclosed, but re- 
turn envelopes are expensive. Post- 
al Life Insurance Co., New York, 
has adapted labels, prepared by 


Avery, to help solve this problem. 
Each policy holder gets a book with 





es i 


Return Address . . 


. Enclosed with pre- 
mium notices, labels assured delivery. 





Effective 
low cost... 


advertising 
on containers 
pays off 

in sales! 


MR. SOL POLK, Pres. 
Polk Bros., Chicago 


Sol Polk says: “It has always been 
our practice to give our customers 
a complete selection of National 
brand appliances, furniture and 
carpeting. Everywhere possible 
we put these products in volume 
display right on our sales floor— 
many in their original shipping 
containers. We have found 

the manufacturer who advertises 
effectively on his container, 

tying in with his national 
advertisements, wins more 
customers attention which 

leads to sales.” 














Today, alert manufacturers are re-examining every facet of 
their advertising to meet more effectively the requirements of a 
rapidly changing world. While the primary purpose of the 
Stone Container Corporation is ithe production of good con- 
tainers, we have helped meet this challenge by pioneering the 
development of a powerful new advertising medium. We are 
happy to bring some important facts and figures on “Advertis- 
ing on Containers” to the attention of all business executives 
concerned with improving their marketing and selling. 


Send for NEW FREE BOOK on 


“ADVERTISING ON CONTAINERS” 


If your company uses shipping containers this new book is a gold mine 
of valuable information. “Advertising on Containers” is packed with 
detailed information on how to take full advantage of shipping con- 
tainers as a medium for highly effective low-cost advertising. Some of 
the country’s leading companies have benefited greatly from Stone's 
ideas on container advertising. You can too. 


STONE CONTAINER CORPORATION 


4210 W. 42nd Place, Chicago 32, Illinois * Sales offices in most principal cities 





a W.C. Ritchie and Company 
Other divisions Chicago, Illinois 


and subsidiaries 


Western Paper Box Company 
Detroit, Michigan 


Folding cartons, set-up boxes, fibre cans, tubes, spools, Corrugated containers, 
cores, transparent boxes, and paper specialty displays folding cartons and set-up boxes 
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a set of monthly premium remit- 
tance coupons, and bound into the 
book is a strip containing the right 
number of pressure-sensitive labels 
already addressed to the company. 
The policy holder applies one to his 
own envelope as he needs it. It is a 
convenience for the customer, and 
assures that the envelope is correct- 
ly addressed 


® While some packages are most 
efficient, they are not always most 
convenient. Fred Wolferman Inc., 
Kansas City, Mo., makes a plum 
pudding that is sold in a _ baking 
bowl, ready for the oven. Their 
puddings used to go through a com- 
plicated maneuver of cloth bags, 
bowls, foil or cellophane wrapping 
and tying. But working with Pack- 
aging Products, the company has 
devised a combination wrap and 
wrap and label, richly done in red 
on gold foil Kleen-Stik. It is circu- 
lar, with 16 small die-cut flanges. 
The protecting backing is peeled 
off, the label placed on top of the 
bowl, and the flanges neatly pressed 
all around the edges. 


e A big ticket item like a sewing 
machine isn’t usually sold on the 
first call. A salesman often has to 
wait while the housewife makes up 
her mind about replacing her old 
machine. In the meantime, he would 
like to keep his name and brand 
before her eyes, and what better 
place than on the old machine? A 
simple Kleen-Stik label does this 


w | b= od a | 


machines 


< 
STITCHING GUIDE ||: 
: 
: FOR SERVICE ON ALL MACHINES 


vee orr PareR Gace 
ow 
LS @ Behe ern): 


Stitching Guide . Imprinted with the 
dealer’s name, this serves as a remin- 


der to prospects and owners alike 


for White sewing machines. Ap- 
proximately 14x5”, the left half of 
the label is a stitching guide, en- 
abling the sewer to keep her seam 
a measured distance from the edge 
or the previous seam. The right half 
carries the White logotype and room 
for the local outlet’s imprint. The 
label is also useful to remind White 
owners of the nearest service fa- 
cility. 


e Of all industries, perhaps the one 
that is most hemmed in by regu- 
lations is the liquor industry. State 
and local regulations are not only 
differing, but often contradictory, 
and a great deal of effort must be 
made by companies that go into 
several jurisdictions to keep things 
straight. Take the Los Angeles 
Brewing Co., which has both East- 
side and Pabst labels. In certain 
states within the company’s terri- 
tory, the labels must show the al- 
coholic content of the beer. Ship- 
ping the wrong cases led to con- 
siderable unnecessary expense. 

In an effort to reach a solution, 
the brewery tried printing special 
cartons and setting aside separate 


stacking areas. Errors still occurred, 
and the whole system required too 
much warehouse space. It turned to 
brightly-colored pressure-sensitive 
labels by Avery, each indicating a 
particular category. Not only did 
this enable warehousemen to identi- 
fy the cases immediately, but by 
using various shapes of each color, 
the cases could be identified for in- 
ternal purposes, such as 


routing, 
stocking and handling. 


e If you package your product in a 
reusable container, you will face the 
same problem that faced Breakstone 
Bros. Inc., New York dairy. You 
will want your label to remain on 
the package long enough to identify 
it and to impress your brand name 
on the purchaser, but you probably 
won't want to annoy him (or her) 
by suggesting that your trademark 
be a permanent fixture around the 
home. A pressure-sensitive label by 
Hollander is being used for Break- 
stone’s light sour cream, which is 
packaged in a plastic container with 
a Currier and Ives type of print, 
perfect for a refrigerator jar at- 
tractive enough to serve as a table 
server. The special adhesive sticks 
hard to the container top under 
difficult conditions of dampness and 
cold, but comes off easily when de- 
sired. 


> The possibilities seem limited only 
by the imagination of the designer, 
and this, in today’s competitive sit- 
uations, seems to be unlimited. ‘¢¢ 


—$—$_$__ $c 


Mystik Issues Manual 
On Pressure Tape Line 


A new manual from Mystik Ad- 
hesive Products, Chicago, describes 
and illustrates the company’s com- 
plete line of pressure-sensitive 
products and provides a guide to 
admen in the selection and uses of 
these products for industrial pur- 
poses. 

Entitled “Mystik Manual of Pres- 
sure-Sensitive Products,” the man- 
ual enables prospective buyers of 
pressure-sensitive products to select 
tapes in the following four ways: 


® by government specifications 

® by manufacturer’s product num- 
ber 

e by tape type 

© by specific application within 134 
industrial classifications 


Among the products described in 
the four-color manual are Mystik’s 
masking tapes including high-tem- 
perature and non-staining models as 
well as general-purpose tapes; wa- 
terproof cloth tapes in 13 colors; 


90 * ar + February 1957 


packaging and materials handling 
tapes; colored printable tapes; elec- 
trical and specialty tapes; Mystik 
protective specialties, and a com- 
plete line of industrial adhesives. 
The 68-page, loose-leaf manual is 
priced at $2. Additional information 
can be obtained from Mystik Ad- 
hesive Products Inc., 2635 N. Kil- 
dare, Chicago 39. 44 


New Closure Equipment 
Speeds Foil Packaging 


New closure equipment with au- 
tomatic cover feeds that can speed 
the packaging of aluminum foil con- 
tainers has been introduced by 
Ekco-Alcoa Containers Inc., Wheel- 
ing, Ill. 

The machine is manufactured by 
the Triangle Package Machinery 
Co. and has been designed to close 
many different sizes and shapes of 
rigid aluminum foil containers with 
a variety of covers including liquid 
tight seals made possible by a new 
heat sealing feature. 

The use of the new equipment, 


\, < 


New Packaging Equipment Devel- 
oped for Ekco-Alcoa, this closure equip- 
ment with an automatic cover feed 
enables rigid aluminum foil containers 


to be packaged in one operation 


according to Ecko-Alcoa, should 
open many new avenues in the 
packaging of rigid aluminum foil 
containers. 44 





tee PROOF LIQUEUR 
RUT HERS COMPORT CORPK wea THO 
ot Louis, MISSOUEG 


Insert into Mailer . 


. The label, in color on silver foil, was 
used as an insert. An off-center fold brought it down to size 
for the business publications in which it was used, and copy 


UE e 
MU 


was printed on both the back and the flap. Other copy and 
folds made it into several mailing pieces for dealers, pointing 
up the national advertising program planned for the product 


Label, Qusert aud Mailer 


How Southern Comfort merchandised its foil wrap-around label, 
using it as an insert in business publications and as a 
mailing piece, to successfully bring its holiday pack 

to the attention of its retail dealers. 


By James Laflin 
Adv. Mgr., Southern Comfort Corp. 
St. Louis, Mo. 


Every year there is the customary 
seasonal battle among the liquor 
distillers for a holiday package that 
is greater in scope and magnitude 
than competition. Either the shape 
of bottle or carton design may be 
the competitive feature. 

This year to meet the holiday 
struggle, we designed a carton on 
aluminum foil that we feel is truly 
outstanding. I use the term “we” in 
a collective manner, for it includes 
our own organization, our agency, 
Krupnick & Associates Inc., St. 


Louis and the Milprint Co., Mil- 
waukee. 

The carton has a wrap-around 
scene of an old side-wheeler steam- 
boat plying the Mississippi, with the 
moonlight and the soft running 
lights of the boat reflecting on the 
water. We have been using the 
same scene recently in our national 
advertising. 


» While the carton was being pre- 
pared, Krupnick & Associates was 
preparing a schedule of ads for the 
coming season. We had agreed that 
since the Starch reports on the ads 
featuring the steamboat were so 
good, we would repeat the ads in 


the current campaign. To supple- 
ment this ad, a new ad was de- 
signed featuring the Christmas car- 
ton in a holiday setting. This also 
gave us the steamboat atmosphere, 
even if it was on the carton. These 
ads and our carton all featuring the 
steamboat would give us the con- 
tinuity any campaign needs. 

At this time we began to give 
serious thought to the problems of 
merchandising these new cartons to 
the trade. We had made shots of 
the cartons alone and in groups of 
four which gave a sweeping pano- 
rama of the river scene. The usual 
number of news releases had been 
prepared, but we still felt that we 
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ON YOUR 


Coin test 
equals years 
Pm mr 


Scrape a coin briskly over your prod- 
uct’s name plate or decal. Chances 
are it will scratch the name plate or 
tear the decal.right off. Not so with 
Metal-Cal:. 


Even under extreme conditions 
of temperature and abrasion, 
Metal-Cals remain bright and easy 
to read for years. Metal-Cal, the 
original aluminum foil applique, is 
made of .003 inch aluminum, 
backed with an amazing adhesive 
requiring no screws, pins, rivets or 
heat for normal application. 


And the eye appeal of Metal-Cal’s 
shiny or matte aluminum finish plus 
a choice of deep, rich colors. 
anodized, dyed and etched right 
into the metal, is a real sales tool 
Tbe 


Try the coin test today. See if your 
present label measures up to the 
permanent, long-wearing beauty of 
a low cost Metal-Cal. 


METAL-CAL Dept. AR 
Manufactured by C&H Supply Co. 


415 E. Beach Ave., Inglewood 3, Calif. 
| am interested in Metal-Cals 


a 
Company ui 
Street celia 


City ia 
Patent 2679265 


Zone___ State __ 


needed a great big push for this 
new concept in liquor packaging. 
This was the first full-tone roto- 
gravure carton ever made on foil, 
and we wanted everyone to know 
all about it. 


> What we really wanted was a 
beautiful insert in the liquor publi- 
cations, but after the initial outlay 
for the cartons and our already 
heavy advertising appropriation, we 
did not see how we could afford 
such an insert. Remember that a 
carton like ours had to be shown in 
color or there was no point in 
showing it at all. 

At this moment, someone said it 
was too bad we couldn’t show the 
exact foil, and we were off to the 
races. Why not show them the 
actual foil with the steamboat in 
full color? Why not put the actual 
foil in the publications? 


> First we called Milprint and or- 
dered an additional amount of im- 
pressions of the foil for the cartons. 
We now had to solve the problem 
of getting this printed piece of foil 
into the books. What we actually 
had was a flat that was wider and 
shorter than the book. We finally 
came up with a layout which folded 
it so that from right to left it was 
narrower than the trim sizes of the 
books. We agreed to let each pub- 
lication decide whether the insert 
floated both top and bottom, or 
would bleed at either top or bottom. 
The back of this foil was laid out in 
two colors, with a teaser type of 
message showing on the short fold, 
and the full story on the back. 

In keeping with this magazine in- 
sert we also designed a self-mailer 
to dealers. This too was the actual 
foil printed in two colors on the 
back and folded twice for a self- 
mailer. 

While we were planning this foil 
insert and mailer, our New York 
territory suggested we give serious 
thought to the use of subway and 
inter-urban railways in their sales 
region. This is traditionally one of 
our strongest territories, and so we 
decided to supply these also. Taking 
advantage of the foil again, we de- 
signed the card with the message 
on the right side, and the foil 
mounted on the left hand side. This 
made quite an impressive car card. 


> The layout of the insert was sent 
to the liquor publications. They 
checked our plans against the specs 
for their books, and gave us a go- 
ahead on the idea. Our original plan 
was to have Milprint back up the 
foil rolls with a 60# offset enamel 
and then print the backs, slit and 
fold and ship for us. 


Four in a Row .. . Mass displays are 
easy with this gleaming printed foil 
wrap-around label. 


However, Milprint, after looking 
at our layouts, decided that they 
called for too much ink coverage to 
allow them sufficient drying time to 
avoid an offset on the foil side. 

A change in plans called for the 
backing of the foil, and then cutting 
the flats into single units. These 
were shipped to St. Louis, where 
our letterpress printer ran them one 
up and prepared them for the pub- 
lications and for the direct mail 
pieces. 


> The rest of the operation was a 
matter of close follow-through to 
be sure the inserts, car cards and 
mailers were delivered on time and 
that all scheduled operations were 
done on time. By the time we began 
shipment of the cartons to the deal- 
ers, they were well aware of the 
carton that was a first in the field. 

After we were all done, one of 
our men commented that we were 
certainly “foiled” in our push to 
increase sales. We are not great 
punsters but had to agree that he 
had a point. At this writing, our 
sales index is going up, and we feel 
sure that the actual showing of the 
foil insert to the dealers had a great 
deal to do with the dealers’ inter- 
est in ordering stocks for the holi- 
days. 

The use of inserts is, of course, 
nothing new, but we do feel that 
this use of actual foil is a first in 
our industry, and perhaps is new 
in a much broader field. 44 
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Christmas 
is 


Coming! 


See our insert 
at page 40 
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Cellophane Stars in New Packs... . 
General Mills package design features lib- 
eral use of cellophane in both individual 
serving bags and ‘‘see-through’’ window 
in tuck-top carton. 


New Cereal Boxes Contain 
Individual Serving Packs 


New cereal packages introduced 
by General Mills, Minneapolis, for its 
Betty Crocker line, feature 10 indi- 
vidual cereal servings in cellophane 
bags, all packed together in a tuck- 
top carton. 

The carton contains such well- 
known brands as Kix, Cheerios, 
Wheaties, Sugar Jets, and other Gen- 
eral Mills products. 

Made for General Mills by Con- 
tainer Corp. of America, Waldorf Pa- 
per Products Co. and Chicago Carton 
Co., the cartons feature a large “pic- 
ture window” of cellophane incor- 
porated with the help of the Olin 
Visual Merchandising Service. 44 


This Beauty Counselor Palette is a powerful demonstration-sales tool used 
by representatives of Beauty Counselors, Inc., who call on women in their 
own homes. The Palette has a white opaque pressure-formed styrene base 


and a cellulose acetate cover, precision-formed with close tolerances 


Leaflet Gives Details 
On Blister Packages 


A packaging brochure from Emet 
Vacuum-Forming Corp., Brooklyn, 
promotes the use of the formed 
transparent package by giving full 
details on a variety of “blisters.” 

Using a series of diagrams for 
ease of understanding, the brochure 
discusses the method used in form- 
ing the blisters, the materials used, 
and methods by which the customer 
can figure how many blisters he can 
get out of one sheet. 

Also illustrated and described in 
the brochure is the company’s 
method of fastening the blister 
packs to cards. 


- .. for more details circle 623, page 97 


Poly Paper Develops 
Unusual Applications 


New uses for polyethylene paper 
continue to pop up. Its moisture- 
proof quality made it a natural for 
food packaging when it was first 
introduced on the market a few 
years ago. Since then potential users 
have experimented with the mate- 
rial and turned up some interesting 
applications. A report in Paper & 
Paper Products, Nov. 5, outlines 


Crown Zellerbach Corp.’s experi- 
ences with its Poly Paper, in which 
the plastic is integrally bonded to 
the paper. 


® A company making sensitized 
aluminum engravings achieved a 
30% saving when it changed to this 
paper for wrapping plates for ship- 
ment. Previously it had used a 
heavy kraft-foil laminated sheet for 
proper protection. 


e A nursery found that the material 
made an excellent wrap for shrubs 
sent by mail. Plants are said to 
arrive at their destination in perfect 
condition. 


® Perhaps the most unexpected use 
is as a substitute for sheets on hos- 
pital examining tables. Mount Zion 
Hospital, San Francisco, switched to 
the polyethylene paper in the 
emergency room and discovered it 
could eliminate the use of 500 cot- 
ton sheets a month. 


Poly Paper is pure white and has 
a soft, cloth-like texture. Since it is 
moisture-proof, the sanitation level 
is as high or higher than cloth 
sheets. It has considerable strength 
and is easy to store in rolls. An 
additional advantage, from the hos- 
pital’s viewpoint, is that it does 
not adhere to the surface of the 
skin. 
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Engravings Hand-Lettering | Photo Prints 


EXACT @ COLOR )M Pixur © COLOR 


Life, Post and others Save '2 usual plate costs 
demand precision process 
color plates. Our superb 
Color Plates pass all rigid 
tests and reduce plate 
costs for you as well 











tL 00 THINK OF IT! 


Beautiful Offset Reproductions of 
glossy photos on 8/2" x 11" 


with our picture color vellum stock. 
process. Not exactly true n Hor “~ | Write for prices and samples 
to copy but an excellent r ° | ° E 


Genuine P, R PRINT 
color picture. Ideal for Rapid Film-Lettering All Styles! $ A KLE 


most purposes 















No Minimum! FREE Specimen Book! LEWIS STUDIOS Inc. 
[see Fon YOURSELF \— SEE THE DIFFERENCE RAPID TYPOGRAPHERS, INC. | PHOTOGRAPHY « PRINTING © ART 
305 East 46th Street, New York 17, N. Y. 15 So. Grove Street, E. Orange, N. J. 


MUrray Hill 8-2445 


WRITE FOR SAMPLES 
AND PRICES 
*TO ANY SIZE YOU WANT! 


STAFFORD ENGRAVING i oe Order from Style Book AR —on request. 


229 N. PENN. ST. «INDIANAPOLIS | Delivery anywhere in the U.S.A. 


Stock Art | Signs 
Wit etal. si atin a 





LOW COST - FAST SERVICE 





Specialties 





TO S-T-R-E-T-C-H EXECUTIVE TIME 


and for all who work on a schedule and can't 
afford to miss the deadline ... use this desk- 





| 
| ae EY ree “ae | pad-size JUMBO PLANNING CALENDAR: one 
Like many other BIG NAME firms, you, too, | ” lh 17" x 22” sheet for each month with a large 
can clip monthly Clipper art for striking, origi- | Advertise | 2%" square box for each day to give you 


: ms plenty of space to write your commitments 
nal layouts that can be produced ino ify. | UT AM Snd"note ics “he'nclp'you glen you 


CELAIN ENAMEL aivibisiee | time in advance. Also on same sheet small 
MULTI-AD SERVICES, INC. Sgn 


Box 806N, P anf Tat: 1 ee | calendar of preceding and following month. 
} 3221 W 30th St rice 
eo j | 
2 ria Illinois 





Supply limited! Send $2.75 for one, $10 for 
five or $20 for a dozen JUMBO CALENDARS to 


COLORTONE PRESS, Creative Lithogra- 
phers & Photo-Typographers . . . 2412- 
24 17th Street, NW, Washington, D. C. 








Reluctant | __?O? Dire 
Response Bp SCULPTURAL PROMOTIONS, INC. 


No mold charges 
for smart sculptured P-O-P 
If your ad schedule seems | ee. beanie 
— LEXINGTON AVE NEW YORK 17 


to be sitting down on the MUrray Hill 7-1369 





job without showing signs | 
of response, it’s time you | 
found out about Advertis- 
i ing Requirements! 

In 30 months AR has broken all records in business — 


Color Prints 
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pone Color—TOP QUALITY letter- 

wh mens ot LOW COST for 
camp of 100 to 10,000. Reproduced 
from Ektachrome or art copy. All 
jobs color proofed. DELIVERY in 2-3 


story with over 340,000 requests for information offered b 


suppliers of advertising services and materials 


] f | WEEKS. Free samples. 
[That means an average of 11,333 requests each issue, from —— . 

f } } | P 
picked-for-buying-power readers with money to spend for if naphie [sdterp PLOT TINT of | Fe Oo roe 

: : | oe SOUTH SECOND ST MILWAUKEE 4, WIS. 

your kind o! aavertising products or services 
For response that pays off with increased business volume, os ° 
put your sales message before AR's 21,000 actual buyers of Advertising Services 


idvertising services, materials and equipment. Write today 
for details. 


ADVERTISING REQUIREMENTS | 


200 E. Illinois St. Chicago 11, Il. im MADE TO YOUR SPECIFICATIONS 


Re... antl 
oo eet eee eer 
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GO1l/Circle on Readers’ Service Card 
Mustache Kits 

. . - American Crayon Co. offers valuable 
help for a dying art with a mustache 


drawing-kit that provides easy-to-follow 
instructions for eight different types of 
mustaches. (Page 46) 


602/Circle on Readers’ Service Card 
Flash Bulletin Sheets 

. . National Creative Sales Inc. offers 
samples of four-color “thought-starter” bul- 
letin sheets that are available in a wide 
range of attention-getting phrases. 


(Page 73) 


603/Circle on Readers’ Service Card 
Tape Recorder Directory 
. this illustrated directory gives the 
pertinent data on recorders made by 49 
manufacturers of the equipment; directory 
data was compiled by Audio Devices Inc. 
(Page 48) 


@04/Circle on Readers’ Service Card 
Film Catalog 

. . an illustrated catalog from Association 
Films lists and describes a selection of old 
favorites and brand new 16m films avail- 
able to admen on a free loan or rental 
basis. (Page 48B) 


60S5/Circle on Readers’ Service Card 
“Show Dial” 

. exposition managers Clapp & Poliak 
Inc., offer prospective exhibitors a dial 
designed to aid them in the choice of the 
best exposition for their products or serv- 
(Page 40) 


ices. 


606/Circle on Readers’ Service Card 
Tecnifax Handbook 

. @ 28-page handbook from Tecnifax 
Corp. describes the preparation and use of 
diazotype color slides for overhead projec- 
tion. (Page 49) 
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607/Circle on Readers’ Service Card 
Trademarks in Cold Type 

. . . described in a new 24-page catalog 
from Cello-Tak Lettering Corp. is a com- 
pany service providing cold type, trans- 
parent acetate sheets of commonly used 
symbols and logotypes, produced to indi- 
vidual specifications. Also listed are more 
than 300 styles of lettering. (Page 65) 


G08/Circle on Readers’ Service Card 
Cold Typesetting 

. the range of cold-type composition 
offered by the Science Press, Lancaster, 
Pa., is described and illustrated by speci- 
men pages of books set by the company. 
Editorial as well as production facilities 
are outlined. (Page 66) 


6O09/Circle on Readers’ Service Card 
Justi-Type Stretchable Paper 
. . . details on a new paper that permits 
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BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 34.9, P. L. & B., Chicago, IIL. 





Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chicago 11, Ill. 


* Send for these free helpful selling tools 


c typist to prepare justified copy for offset 
reproduction easily and quickly are offered 
by Fototype Inc., Chicago. It can be used 
on standard or electric typewriters. 
(Page 66) 


610/Circle on Readers’ Service Card 
Fotosetter Advance Proofs 
. . - fifteen faces added to Intertype Corp.'s 
library of Fotosetter types are illustrated 
in three page proofs, which give alphabet 
lengths and characters per pica. 

(Page 64) 


G11/Circle on Readers’ Service Card 
Trade Gothic Specimen Folder 
. a new folder from Mergenthaler Lino- 
type Co. shows the complete range of 
Trade Gothic in sizes from 6 to 14 pt., in 
light and bold weights and regular, con- 
densed and extra-condensed versions. 
(Page 85) 


CITY & ZONE 


*Note: inquiries for items listed 
not serviced beyond May 15, 1957. 
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@12/Circle on Readers’ Service Card 
Cold Type Catalog 

+ « » examples of the many type fonts 
available for use with the Filmotype 
Photo-Composition Machine are shown in 
a 48-page catalog. Facsimiles of standard 
metal types, they can be used for adver- 
tising or editorial displays. (Page 64) 


613/Circle on Readers’ Service Card 
New Plastic Binder 

. « « details on a portable plastic binding 
machine that can turn out up to 200 bound 
booklets an hour are offered by Cummins- 
Chicago Corp. New features simplify op- 
eration and up the speed. (Page 86) 


614/Circle on Readers’ Service Card 
3-D Color Process 

. @ circular detailing a three-dimen- 
sional color process developed by Curt 


Teich & Co., Chicago, explains the econ- 
omy and full fidelity obtainable on litho 
graphed post cards, catalog sheets and 
other mailers. Samples are included. 
(Page 86) 


615/Circle on Readers’ Service Card 
Cushioned Shipping Bags 

. »« » @ mew packaging for plates and 
electros that protects them against ship 
ping stresses has been developed by Jet- 
Pak Inc., Newark, N.J. Details on these 
paper mailing bags are offered. (Page 86) 


616/Circle on Readers’ Service Card 
Free Mat Offerings 
. » « Derus Media Service, Chicago, has 
issued an illustrated summary of mats it 
free to 11,000 editors. Cus- 
tomers who order 2,000 mats for distribu- 
tion have their feature included auto 
matically in the booklet. (Page $86) 


BUSINESS REPLY CARD 
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Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 


200 East Illinois St., 


Chicago 11, Ill. 
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@17/Circle on Readers’ Service Card 
Alcoa Industrial Foil 

. - - applications of aluminum foi! in offset 
platemaking are outlined in descriptive 
material from the Aluminum Co. of Amer- 


ioa. (Page 86) 


618/Circle on Readers’ Service Card 
Lund Key Holders 

. « details on a line of hanging key 
holders designed for use in home, garage, 
office, etc., are available from Lund 
Equipment Co. (Page 70) 


619/Circle on Readers’ Service Card 
Incentive Prize Book 

. » « Maritz Sales Builders offers its new 
and deluxe sales incentive book. Titled 
“The House That Prizes Built,” the catalog 
emphasizes the selection-trend of items for 
the home. (Page 70) 


_ 620/Circle on Readers’ Service Card 


Billfold Binoculars 

. . » information on a three-powered, mag- 
nification binocular that folds into a wallet 
when not in use, is available from the 
Taylor-Merchant Corp. (Page 70) 


621/Circle on Readers’ Service Card 
Second Idea Art Book 

. @ return appearance of a popular 
stock art service, this second portfolio 
teams with interesting copy and art sug- 
gestions. A sample page and details are 
offered. (Page 66) 


622/Circle on Readers’ Service Card 
Microfilm Camera 

. details on the Film-a-Record Model 
1l, produced by Remington Rand, are 
offered. This office microfilm camera photo- 
graphs both sides of a document at once, 
at any of three reduction ratios. (Page 66) 


623/Circle on Readers’ Service Card 

Blister Brochure 

. - - details on the production and handling 

of “blisters,” the vacuum-formed transpar- 

ent packages, are available in a brochure 

offered by Emet Vacuum Forming Corp. 
(Page 93) 
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COATED BLANKS | 


COATED 
DISPLAY BOARD 


super-calendered after 
coating for maximum 
surface smoothness and 


uniformity of caliper 


To take advantage of these qualities... 
Specify FALPACO on your next job. 


PAPER COMPAWNY- =. 


NEW YORK OFFICE—500 FIFTH AVENUE, NEW YORK 36, N. Y. ° MILLS: FITCHBURG, MASS. 
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“Under the circumstances, Finchley... it’s the least we can do!” 


Anyone who can find a way to cut costs and hold 
the line on quality really rates red-carpet treat- 
ment! And many Finchleys (more power to *em) 
have discovered the answer in their companies’ 
printing bills. Chances are you will, too! 


It’s as easy as this! Paper represents over 25 per 
cent of the average printing job. And Consolidated 
Enamel Printing Papers cost less than other enamel 
papers of equal quality! 

How come? Consolidated pioneered a modern 
papermaking method that eliminates several costly 
manufacturing steps, yet maintains finest quality! 


FREE OFFER ! Ask your Consolidated Paper Merchant 
for free trial sheets. Then make your own compar- 
ison test run with your printer under any conditions 
you like. You be the judge. 

. . . 


Available only through your Consolidated Paper Merchant 
I 


Enamel Printing Papers 
a complete line for offset and letterpress printing 


CONSOLIDATED WATER POWER AND PAPER COMPANY 
SALES OFFICES: 135 S. LA SALLE ST. ¢ CHICAGO 3, ILL 





